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MERCHANTS RECORD & SHOW WINDOW 








A constantly improved service plus live, new ideas has resuli:d jn 
increased approval and acceptance of WLS ITINERANTS by Am.-ica’s 
leading display men and stores. 


Many designs now being offered for Fall incorporate outstanding new 
display treatments .. . Plastics ... ftocked figures ... Structural tends 

. motion ... lighting ... thus increasing the effectiveness and cus- 
tomer appeal of these display attractions. 


Remember . . . they're available at no cost except small incoming 
transportation charge. 
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ILLUSTRATED FOLDER ON 
CHRISTMAS COMURA 
Send for Your Gree Cony * Nous! 


W. L. STENSGAARD & ASSOCIATES, IK 


e , 346 N. JUSTINE AVE. @ CHICAGO, ILLINO 
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FLUORESCENT PLASTICS 














eet Greatest or au CAréddmad Divsucsilioas: 


FROM THE METRO-GOLDWYN-MAYER, THREE MILLION 


LICENSED BY LOtM's 1me. FROM 
ORIGIMAL COPYRICET' or 
SY 4. FRANK BAUR 
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Coming... 


GONE WITH THE WIND" 


Metro-Goldwyn-Mayer’s four million 
dollar technicolor movie. 

We are licensed exclusively in connection 
with store promotion and display 
associated with this new picture to be 
released in early 1940. Display and 
promotion materials for feature color 
and fashion promotions will be offered 
exclusively to one store in each city. 


W. L. STENSGAARD & ASSOCIATES, INC. 


346 WN. JUSTINE AVE. * 


DOLLAR TECHNICOLOR 
PRODUCTION... 


COMPLETE WINDOW AND 
INTERIOR CHRISTMAS 
PROMOTION PROPERTIES 


EXCLUSIVE TO ONE STORE 
IN EACH CITY. 


White or wire for 

















CHICAGO, ILLINOIS 











New! 


SENSATIONAL FOR 
CHRISTMAS DISPLAYS 


FLUORESCENT 
PLASTICS 


Make your own Christmas displays with fluor- 
escent plastics...the sensational new display 
material that enables you to create hundreds 
of attractive display settings, large or small. 









FREE eee lilustrated folder of new 


ideas for Christmas. Also with every 
order, illustrations of how to bend, cut, 


carve, assemble. 











Ne StauctURAL Benns 


ee OF GENUINE, TEMPERED MASONITE 


@ Stores everywhere are 
welcoming Structural 
Bends...the most practical, 
new development for dis- 
play settings, backgrounds, 
store remodeling and 
small attractive units and 


Structural Bends are pro- 
duced by an exclusive 
process (Patent Pending) 
from genuine, strong, 
smooth, tempered mason- 
ite. We now offer them in 
16 curved designs, from 12 
to 48 in. widths, 8 ft. high. 
They're easy to cut, con- 
struct, finish and install. 


Write foryour free 20-page 
illustrated folder now. 


PRODUCTION & SUPPLY 


A DIVISION OF W. L. STENSGAARD & ASSOCIATES, INC 


346 NORTH JUSTINE AVENUE, CHICAGO, ILL. 

















VA 





A VERSATILE 
NEW GROUP OF DISPLAYERS IN 









As sparkling as jewels and even a better transmitter of light than 
glass itself—crystal clear yet lighter than glass and practically 


unbreakable » » these new plastic materials have been fashioned 


by the creative genius of the Cyrille Steiner Studios into displayer 
° ‘ sits ‘ “ P 
of unusual elegance and amazing serviceability. Exclusive wit! th 
} Jas. B. Williams, of course, and just what you will want Jor styling . 
} Just off the press—"How to , l 107 
; up your accessory and Christmas aift promotions. 
Make Sales and Win More J ail 
Customers" — Ask for your ‘ 
S-Opy it teatures many of es 
the new Cyrille Steiner Plas “ 
1) Dist ayers. me 
hal 
di 
Lie) 
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“There appears to have come over the display 
world (and by that | mean the activity of display, 
particularly in stores) an influence that has im- 
proved the product of display managers in a 
marked manner over even such a comparatively 
short time as a year. It is being expressed in many 
different ways, but the motivating influence seems 
to be that displays shall be devoted more and 
more to selling the institution along with the mer- 
chandise."—David E. Moeser, treasurer and gen- 
eral manager, Conrad & Co., Inc., Boston. 


OUR NEXT ISSUE 


The October issue of DISPLAY WORLD is 
the big, annual Christmas number—replete 
with practical display ideas for holiday set- 
tings of all sorts, whether interiors, exterior 
trims, or windows. . . . Many prominent dis- 
playmen contribute articles and photographs 
on varied subjects, in addition to the Christmas 
theme, and the regular last-minute reports on 
New York City, Chicago, and Los Angeles dis- 
plays will continue. 


THE COVER 


Strongly reminiscent of Swedish technique in 
men's wear display is this window by John T. 
Chord, Ernst Kern Company, Detroit. The 
heads are formed of cardboard tubes. The 
sweep of the mufflers conveys the impression 
of a bitter winter wind, as does the carefully 
wired-up flaps of the overcoats. The bare 
branches at the left of the display slant in an 
opposite direction to that taken by the figures, 
further to bear out the semblance of a gale. 
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A NEW DISPLAY PAPER THAT 


Can’t BURN 


The Beautiful NEW Background Fabric Paper 


VELVELUR 87" 


NON -INFLAMMABLE 


End display fire hazards! Meet with ease the regulations forbidding inflammable material in 
places. Use beautiful, colorful, easy-to-handle 





theatres, night clubs and other public 
VELVELUR 87”. 


Artistic rough finish. 


DEPT. 2 





Rolls 87 inches wide, convenient lengths and sheets size 24 x 36. 
29 eye-arresting pastel colors dyed through and through, and wool-flocked for subtle effects. 


Cuts and shapes easily into three-dimensional figures. Stands rough usage without cracking 
or permanent crease. Takes water-color, paint, printing, airbrush and screening. 


Also— TRY ACE SEAMLESS BACKGROUND PAPERS 


81” wide—12 colors including black 
108” wide— 8 colors 


THE ACE PAPER CQ., Inc. 
DISPLAY DIVISION 
426 WEST BROADWAY 


Ma, fa, fi, fr, hr, hi, hr, i, i, Ml, Mr, Mr, Ml, Mr, Mr, Mr, Ml, Mn, Ml, Mr, Ml, 
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HERE’S THE SOLUTION TO YOUR CHRISTMAS WINDOW DISPLAY PROBLEM 


“THE COLE SYNCHRONIZED DISPLAY TRACK” 
Two ‘‘0"° gauge trains—any make—run simultaneously 
on this endless spiral track in mystifying synchronization. 


USE ONE OF THESE 
TRACKS 


as a counter demon 
strator, too. Occupies 
only 48 inches. Gives 
an instant, convincing 
demonstration of any 


“0” gauge train. It 
will triple your train 
and aCCessory sales 


and will make your toy 
department the mecca 
of all voungsters. (The 
2rown up ones, too.) 


Bla Tee Te i osutinsre 


General Specifications—Base 48”, edge aluminum trim. Upright 
posts 16” maple with chrome effect. Cross-ties (nearly 500 used) 
selected wood, oil-dyed beaver brown. Rails special polished cold- 
rolled steel in continuous lengths. No joins—no loose connections 

no trouble. Length of trackage about 50 feet. Foolproof, syn- 
chronized control built into the rail circuit. Absolutely trouble- 
proot! Speed control by transformer and by rheostat built into the 


DICK COLE - - -:- 


This unique display stops every passerby . 
the interest of young and old. It will make your store 
the headquarters of Christmas toy buyers. 





2600 CORRALITAS DRIVE - - - 


. compels 


ACTUALLY COSTS 
YOU NOTHING! 


Over 100 of these dis 
plays were used i 
California last season 
and in most cases were 
bought by model rail 
road enthusiasts for 
post-Christmas deliv 
ery. Some merchants 
raffled their display 
track on Christmas 
eve through medium ot 
sales. slips. All re 
ported bumper Christ 
mas business. 


ee Te 


structure. Trains rest while coasting—no overheating. Operated 


by ordinary train transformer. 
PRICE—One only Cole “0” gauge display track with built-1 


rheostat and synchronized control, F. O. B. Los Angeles 


$65.00. Shipping weight 70 Ibs. 
TERMS—$15.00 with order, balance C. O. D. Order directly fron 


this ad in complete confidence. You will be satisfied 








LOS ANGELES 
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Displavine Ihe Abstract 





One of the important display achievements 
in recent times is that of portraying abstract 
subjects in terms which are completely un- 


derstandable to the average person. Many 
displaymen have developed an ease and 
facility of treatment in their handling of 
such hard-to-picture themes, interpreting 
them through color, lighting effects, “col- 
lage,” and the like. 

The New York World's Fair has, of 
course, brought torth many abstract dis- 
plays, one of the most notable being that 
designed by Gilbert Rohde as one of the 
five focal exhibits of the fair itself. This 
display is of the “progressive action type,” 
portraying Community Interests. It consists 
of a series of stages, as seen in the complete 
view below, on sets introduced in sequence. 
It combines voice, motion, and activated 
light—typical otf the latest development of 
exhibit technique. 

The story and action start with the crow 
ot a rooster to mark the opening of the first 
set, which is a diorama of the community 
life of 1789; tull relief figures till the fields 
vith monotonous, jerky motion. A voice 
recalls that their day consisted of sixteen 
hours of work and eight of sleep. The next 
set shows, by a rapid succession of pro- 
jections, the progress of science and inven- 
tion during the past 100 years—the steps by 
vhich man acquires the power that sets hrm 
free from drudgery. As the last picture 
ades, the action progresses to the next set 


—The focal exhibit by Gilbert Rohde for the 
Community Interests building of the New York 
World's Fair is seen at the right. The exciting 
combination of sound, light, and motion to 
portray an abstraction is described in the ac- 
companying article. . . . Above is another 
exhibit by Rohde, this time an amusing com- 
position of furniture and building materials 
used as a mural. . The third illustration 
gives a close-up of one of the treatments in- 
volved in the Community Interests exhibit— 


By E. M. KAUFER 
Gilbert Rohde, New York City 


where an immense mural of gears, wheels, 


generators, and an electric light with a 


10-foot filament, becomes animated. In the 
fourth set exaggeration is used for contrast. 


“Mrs. Modern,” appearing suddenly high 
above the bare stage orders a house, fur- 
nishings, and a meal by telephone, all of 
which are delivered and set up almost in- 
stantly before the eves of the spectator. The 
last set, called “Freed in time and space,” 
is completely surrealistic in treatment. It 
shows man, earth, and the heavens. Mo 
tion, light, and sound tell the story of the 
leisure time that is now his. 

This surrealistic scene is on a_ cloud 
shaped stage; within a deep blue cyclorama 
appears Man, who now has eight hours for 
work, eight hours for sleep, and eight for 
other activities. These activities appear in 





turn in illuminated clouds in the sky to the 
accompaniment of the cries of newsboys, 
bits of radio programs, the sounds of de 
parting trains and ocean liners, and the like 
Throughout this sequence a startling, sym 
bolic figure of Man gradually rises to the 
star above him. 

The entire action ot the exhibit is auto 
controlled, 
sound effects. 


matically synchronized = with 

\bstract compositions of this type are a 
significant development of the art and dis 
play ot today—given a sudden impetus by 
the fair. Just as artists of the past have 
used the trees, animals, and rivers of thet 
environment, displavmen of today are using 
the elements most characteristic of our en 
vironment for the presentation ot the ab 
stract. 
’ Murals of this type, using sound, light 
and motion, are at the same time decorative 
and dramatic; they represent a form ot 
exhibit that can be adapted to many types of 
merchandise tor trade show, showrooms, ot 
even retail stores 

\n amusing composition of furniture and 
building materials, one ot the decorative 
wall treatments in the focal exhibit designed 
by Gilbert Rohde for the Home Furnishings 
building at the fair, is illustrated. It exem 
plifies a display technique with many appli 
cations in various fields because of the fact 
that the products themselves are used like 
the elements of a painting 

This automatic-theatre torm ot exhibit 
can be adapted by industry for almost any 
product. By virtue of this development of 
display technique, exhibits are destined to 
play a far more important role in advertis 
ing, for in this form they can deal not only 
with product but can convey complex publi 
relations ideas. Only imagination is re 
quired to turn a dull subject into sheet 
entertainment. 
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Romance and Back=To=-sSchcol 





Share New York Windows 


The grande dame is just as 
likely to be found behind the plate glass ot 
a Fifth walls of 


a picture gallery 


portrait ol a 
avenue window as on the 

Revival of the more ro 
mantic periods in fashion history brings the 
glitter of and 
the rich colors of old paintings back into the 


jewels, the hourglass figure, 


limelight to sparkle with a glamour 


With all 


fashion, the old 


new 
deterence to the latest 
“Youth 
served” still holds good, and so the younger 
New 


some ot the 


whims oft 
saying must be 


generation comes near to stealing the 


York City 


most delightful back-to-school settings that 


display show with 


Realistic or tanciful, 


devoted to 


have yet appeared 


the amount of time and = space 
getting the younger set packed off to school 
and college is a significant reminder that the 
school boy or girl ot vesterday has 


gawky 


been transformed into an individual worthy 
of the best efforts of leading displaymen in 
the New 

\ return to the 
was heralded by 


\ Ol k scheme 


ladylike tashions ot yes 


terday Franklin Simon's in 
four windows headed “Schiaparelli Brings 
Back The Wasp Waist Corset’—for 

‘*Family Album’ 


the new corseted figure.” 


which 

Vel 
High 
window, illustrated below, is the 


this setting proposes 
veteens tor 
light of the 
gold and black lace corset effectively set off 


by a bright flesh-pink form especially cre 
ated for the occasion and mounted on a 
black pedestal with gilt painted fringe 


Emphasizing the tie-up between the fashions 
and the corset, gold ribbon laces extend trom 
it to the mannequin’s hand. 





By KATHLEEN RIVERS 


Worsinger Window Service, New York City 


Gilt drapery painted on the inside of the 
glass makes an appropriate frame for the 


“family album” decor of the boudoir—most 


of which is painted directly onto the apricot- 
The vanity flounces are 


beige backwall. 


done in pink and gilt stripes and the mirror 


is tramed in bright yellow. 
of the black enameled chair 


overhanging it 
The upholstery 





repeats the pattern of the vanity ruffles 
Paper doily trills frame the gold-lettered 
showeard, made feminine by a black velvet 


bow. Balancing the corset form is an array 


of “Sehiaparelli’s famous ‘Shocking’ series” 


Behiapatelli : 
Brings Racks © 








with ‘Family Album’ 


“to blend 


of perfumes 
fashions.” 

and two outdoor 
Beaumar Jaimes, 
color 


Another interior setting 
wintery scenes created by 


director ot display, are keyed to 
schemes of green, blue, and tuschia as sug 
gested by the corsets. 


took 


on a truly rustic appeal through the use of 


Brilliant colors in “Autumn Tweeds” 


giant wagon wheels spanning the six cente: 
windows at Saks-Fifth Avenue where these 
fashions were on display. (Center picture.) 
Carried directly back of the glass, the 
wheels were stained a weatherbeaten yellow 
to blend with the rich autumn 
merchandise. 


tones of the 


Between the wheel rims and 
the top of the windows were fillers of wall 
mottled 


\ broken-off’ wheel spoke 


board finished in woodsy tones. of 
rust. 


fairly 


and 
affords a 


green 
unobstructed view of the 
mannequin, who, in this window, models a 
illustrate the 
fashion theme, “Plaids and Suedes in land 


rust-colored suede frock to 


scape colors.” The grayvish-green swinging 
sign bearing this text is propped against a 
crude wooden bench and enlivened by a coat 
of vivid plaid, casually draped. Dark red 
autumn leaves are sprayed effectively against 
woodweave background, twisted 
hub ot the 


appropriate accessories on the 


the white 


around the wheel and. strewn 


with a few 
rust-colored carpet 


The 


was the amount of curiosity aroused by the 


arresting feature ot these windows 


barriers formed by the spokes across. the 


nearly everyone who passed the win 
bette 


glass 


dows stepping in close te obtain a 
—Immediately above, by Robert James Reilly, 
Bergdorf Goodman. Center, by Sidney 
Ring, Saks-Fifth Avenue. . . . At left, by 
Beaumar Jaimes, Franklin Simon's. . . . (All 
photographs by courtesy of Worsinger Win- 


dow Service, New York City) — 
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—At right, by Frank E. Sauter, who has charge 

of interior display for B. Altman's. . . . Center, 

by Tom Hanlon, McCreery's. . . . Below, by 

Charles F. Hart, Kresge Department Stores, 
Newark, N. J.— 


view of the merchandise. Sidney Ring is 
director of display. 

Brilliant and daring color effects struck 
the theatrical note in a dramatic stretch of 
windows staged by Bergdort Goodman to 
announce the store’s fall fashion openings. 
Scarlet, green, and chartreuse satin formed 
the color scheme for the backdrop in_ the 
setting at the upper right on page 6, the 
long, gracetul folds looped about an ornate 
brass easel bearing the formal announcement 
in black and gilt letters on a white placard, 
“Grand Opening—Fall 1939.” Light from a 
crystal and gold chandelier played dramat 
ically over the face of the mannequin, co 
quettishly posed to show a period gown of 
black satin and red silk plaid. The stair 
step platform was covered in a fuschia tone 
fabric and the whole effect of theatrical light 
and color offset by a backdrop of beige silk. 
In adjacent windows, Display Director Rob- 
ert James Reilly used huge gilt picture 
frames looped with colored satin and car 
ried the announcement in gilt) monogram 
letters across the floor. 

\ colorful valance treatment accentuates 
the gay appeal of B. Altman's “College 
Shop’—in the first photograph on page 7 
actually, two similar shops or sections oc 
cupying prominent space adjacent to the 
third floor escalators. 

Set back a few inches from the top. of 
the cases and trimmed with a light) wood 
veneer scalloping, the valance is painted in 
a wallpaper pattern of little white flowers 
and pink scrolls on a buff ground, and in 
combination with the woodwork finish ot 
knotty pine paper reflects the Provincial 
trend in decor popular tor college rooms. 
The frivolous phase ot campus life is de 
picted in the trim, which amusingly com 
bines art and reality ...a vanity top of rust- 
colored wood with “faked” mirror surround 
ed by photographs of male movie stars 
a painted victrola flanked by actual record 
ings ...a real and a painted tennis racquet 
crossed beside a painted sports jacket hang 
Ing in litelike tolds. 

A little dormer window at the extreme 
right is painted in the same rust shade as 
the vanity and opens on a painted scene ot 
mellow brick college buildings. The wall 
paper motif is repeated in the open case trim 
below, where light finished wood dormer 
windows hung with gay red chintz reveal a 
painted campus scene similar to the one on 
the valance—both recognizable as actual 
buildings of well-known schools. A shallow 
vindow seat is literally strewn with mer 
handise and flanked on the lett by a clothes 
tree painted in a gay plaid and featuring a 
epresentative assortment of hats. The stock 
ises are finished inside in neutral buff to 
end with the pine paper, and counters and 
tools in the foreground are the effective 

ade of brick rose used on the valance trim 
he easy chairs are covered in the same 
ittern of chintz used for the window drap 


1es For the companion shop, an open 
loset covered in the pine paper makes the 
Sauter, 


im tor the center case. Frank F 


[Continued on page 35) 
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tate Street Dominated 
By Autumnal Ihemes 


By KENDALL HULL 
Fred Kuehn, Photographers, Chicago 


The school bell, tolling the knell of part 
ing summer, sounds a much gayer note ii 
side Chicago shop windows as_ displa 
directors remind lag-footed boys and ‘tee: 
aged girls that going back-to-books can b 
made an exciting adventure with the help o 
ey AV Joy / a few “fine feathers.” From Loop's begin 
: 4 ning to Loop’s end during the past. fort 
OUBIGANT night, colored wardrobes suggested tor th 
classroom, the recess playground, the can 
pus, have dominated presentations, keye 


, Bis ie to the season by ingenious pedagogica 

ia background treatments featuring — slates 
*! ~ ‘ 
a » P ’ 








blackboards, gigantic books, cloakrooms 
schoolmistresses, and even reproductions 01 
the “little red schoolhouse” itself. 

Aside from the school theme, there art 
a number of other arresting interpretations 
for fall in the windows about town. Dis 
play Manager Arthur Fraser, Marshall Field 
& Co., still keeps his public's eye to the 
store's State street “keyholes” with a com 
plete shift of scene behind the openings 
This time the accent is on the importarice 
of Balenciaga’s Biscuit Brown . . . “warn 
as maple sugar with the even beat of taupe’ 
and India Brown, “prophetic companior 
color.” Softly tailored town dresses, coats 
and casual spectator classics in these tones 
are highlighted by fawns and trees of ex 
quisitely delicate modern design, executed 





in cutouts of suede-cloth, echoing the cos 
tume colors, against a chaste scroll back 
panel of off-white. Gilt half-ball) buttons 
dropping from the foliage match the antlers 





of the deer. 

Interior displays at Marshall Field's build 
appeal through simplicity and = dramati 
lighting effects. Shown at the lower lett is 
a masterpiece of light and shadow, pointing 
up two hats and a handtul of complementary 
accessories for the street. The poste! 
through which the streamers of one hat have 
been pulled for a dash of color, suggests 
“Deep Forest Green with Robin Hood Red.” 

In the perfume section a case arranged 
like a curtained stage presents a wedding 
procession of paper dolls upon a stepped-up 
plattorm. Attractively boxed perfumes are 
spotted throughout the scene. The case ts 
pictured here. 

A profusion of autumn leaves, a_ taller 
log, and an archery bow are used to drama 
tize an illuminated case in the dress sectiot 
shown on this page. Here again, a poste! 
plavs up “Deep Forest Green with Robi 
Hood Red.” 

The Wilt Luggage Company, which re 
cently moved into imposing new quarters 
the Railway Exchange, presents an irre 


—The three displays on this page are from 
Marshall Field & Co., Arthur Fraser, display 
director. . . . (All photographs by courtesy 
of Fred Kuehn, Photographers, Chicago)— 
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—Earl T. Cornell did the luggage display at 

the right for the Charles T. Wilt Company. 

... An interior view of the well-known luggage 

firm is seen in the center illustration. . . . The 

third display is by J. Polari, Charles A. Stevens 
& Sons— 


sistible picture to the travel-minded in the 
photograph at the upper right, page 9%. 
Streamlined leather cases of varying sizes 
and colors are ranged alongside a miniature 
railroad track of silver painted wood laid 
over gay green synthetic cinders. The air- 
plane luggage literally takes wings of trans- 
parent vellow celluloid and flies happily 
across the scene, suspended on an invisible 
wire. One mannequin adds a note of real- 
ism to the display, while opened kits, travel 
posters, and porters’ caps add color. A sec- 
tion of the store’s first-floor interior, show- 
ing part of the panorama of modern travel 
that circles the domed ceiling, and one of 
the mirror columns reflecting the counter 
displays, is pictured here. Soft gray tones 
of the sky and the water are used in the 
decorative motif. 

J. Polari, Charles A. Stevens & Sons, 
turns in a most unusual exhibit of round- 
the-clock attire for the college girl, using 
a pennant-sprinkled background panel over- 
written with the messages, “Stevens Col- 
lege Wardrobe, 3rd floor, is brimtul of the 
right clothes for college! Eight smart col- 
lege girls chose them! Eight smart college 
girls endorse them! All the others will, 


too a. 


Theme is clinched by small carica- 
ture dolls “jitterbugging” through an assort- 
ment of smart luggage, coats, and costume 
accessories that surround the two manne- 
quins. Personal endorsements of actual 
collegians are displaved in poster form. A 
photograph of the window appears on this 
page 

The displays discussed in the following 
are not pictured. 

Devoting a half-dozen windows or so to 
the study-play theme, J. W. Campbell, Car- 
son Pirie Scott & Co., advises with hand- 
lettered placards: “Don't Wait for the Last 
Bell... Get Ready ... Go!” Body of the 
continuing message on each card varies ac- 
cording to the display. One reads: “. . . in 
shoes built to take you along... be it hard 
play or parties.” Featured in this exhibit 
is an assortment of footwear for children, 
cleverly arranged on three slates varying in 
length from approximately 18 to 40 inches, 
constructed of gray composition board with 
wooden trames and red rope bindings 
Characteristic touch is added by childish 
chalk inscriptions such as “Peggy loves Joe” 

half-finished games of tit-tat-toe and 
victimized hearts held captive by Cupid's 
dead-eve dart. Back panel of neutral wall 
board supports coat hooks draped with hats, 
vraps, and book kits, is decorated in black 
paint brushed on after the manner of the 
slates. Two “little girls” hold prominent 
positions in the window. School supplies, 
ccupying an incidental corner, are played 
ip by a sign calling attention to the store’s 
stationery and book department. 

Campbell completes the series by use of 
the same general type of background, vary 
ng the merchandise and the “Get Ready 
(s0!" posters. One tor girls predicts 
n jackets and skirts, bright plaids and plain 
Nors:” another, “. . . in one or two-piece 
[Continued on page 45] 
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Los Angeles Window Displays 
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Lid Farewell fo Summer 


Comes September .. and a farewell to 
summer. Vacationists pocket their trips and 
their stories and return to the dizzy whirl of 
business. The “knowledge seeking” genera- 
tion trades in dolls and marbles for pens and 
pencils. Leaves are beginning to turn that 
rich golden brown, and harvest time creeps 
up Window displays in and around Los 
\ngeles reflect the season to the eye and 
faintly the echoes of the football gridiron 
hecome audible again. From Beverly Hills 
to downtown Los Angeles, window shoppers 
are treated to collegiate patterns in new fall 
shades 

In our first photograph, Display Director 
John Cook, Coulter Dry Goods Company, 
features college togs in a setting of autumn 
leaves and cat-tails arranged in a huge bronze 
vase. Miniature mannequins at a miniature 
soda fountain help simulate the campus at 
mosphere The chintz pennant design gives 
a sparkling vitality to otherwise mellow 
tones Cook has followed the same theme in 
a number of his windows, and has also con 
tinued the theme in the store interior, adding 
zest and = decoration with his miniatures 
wherever possible 

“Right you are in Jr. Deb Shops school 
clothes” spells out the cleverly balanced pen 
cil in The May Company's Broadway win 
dows (We. say 
tember witnesses the opening of May Com- 
pany’s new Wilshire store on Wilshire at 


“Broadway” because Sep 


Fairfax, halfway between Beverly Hills and 
Los Angeles. ) Here we have another 
pointed tie-up between school days and school 
togs: Carl W \hlroth created this display 
wherein a soft) spotlight) plays interesting 
shadows from the autumn leaves onto the 


vt 


* 
ay 





By HERB CROSS 


"Dick'’ Whittington, Photographers, Los Angeles 


light buff colored background. 

Literally bringing a floor plan to life has 
heen accomplished by Display Manager J. 
Roy Stewart, Barker Brothers, in the un- 
usual Seventh street furniture window seen 
at the top of page 11. Boldly tilting the 
Hoor at an angle so that the shopper can 
readily see the entire layout at a glance not 
only makes an unusual presentation, but af- 
fords an interesting perspective in which the 
audience supplies the backdrops and_ the 
scenery as fits their imagination. This illumi- 
nated blue print is taken from one of many 





being furnished by Barker Brothers in Wy- 
vernwood park, an outstanding development 
of 143 two-story homes built simultaneously 
on a 72-acre plot in which there are no streets 
and where each home faces onto a park. It 
is a rental proposition only with accommoda- 
tions for 1,102 families. In an adjoining 
window (not illustrated) Stewart has con 
structed a huge relief map of California from 
which projects a radio tower broadcasting 
‘Backgrounds for Living,’ a program orig- 
inated by Barker’s. 

In J. W. Robinson’s “back to school” win- 








dows, Display Manager Harvey C. Pettit used 
a clever setting of pencils and books of 
immense size which the shoppers seemingly 
can not pass without stopping for a closet 


examination. This is illustrated at the lower 


left, page ll. The brightly colored books 
lend a pleasant contrast to the Scotch plaids 
on the mannequins. Skillful handling of per- 
spective guides the eve to the clothes, Yet ZIves 
sufficient attention to the school supplies in 
the foreground. Some of Pettit’s other win 
dows had unmounted photo-enlargements of 
Mademoiselle and Harpers magazine covers 
as backgrounds to a complete wardrobe of 
campus fashions 

Turning from = school to fall) fashion we 


—Above, John Cook, Coulter's, features col- 
lege togs in a setting of autumn leaves and 
cat-tails. Miniature mannequins crowd around 
the miniature soda fountain in an interesting 
simulation of a typical campus scene. . . . Carl 
W. Ahlroth created the display at the left. 
Soft spotlighting throws the patterns of the 
leaves on the buff-colored background. .. . 
(All photographs by courtesy of "Dick'’ Whit- 
tington, Photographers, Los Angeles) — 
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—J. Roy Stewart (whose portrait appears in 
"The Display Parade’ elsewhere in this issue) 
is noted for his clever handling of furniture 


displays, in addition to other merchandise. 
Here he has tilted the floor at an angle which 
gives an unusual presentation, plus an_ in- 


triguing perspective. . . . Pencils and books of 
immense size were featured in Harvey C. 
Pettit's back-to-school windows for J. W. Rob- 
inson's, one of which is seen at the left below. 
. .. The center illustration and the one at the 
right are of displays from a famous Los 
Angeles store whose policy makes impossible 
its identification here— 


seen in the 
the autumn 


come across the shoe display 
center below, one of the first ot 
season. “On the Boulevard, footgear strides 
along with fashion in that ‘covered up’ 
look,” reads the window The 
lamp post, signifying that famous by-way ot 
the West, Wilshire boulevard, is painted gold. 
he shoes and accessories rest on gold paper 
with an overhead spotlight which makes the 
display shimmer excitingly. 
is a rich brown 
window the effect of a cool autumn evening. 


new 


card. wooden 


The background 


with side lights giving the 


This and the next display are from a well 


known Los Angeles store whose policy pre 
vents its identification here 

“It's a jacket”... “It’s a costume” 
“It's a dress,” and 
tumn fashion group of windows in the same 
Sott, 


another of the early au 


store is presented. dramatic blues 


catch the eye as the shopper’s gaze follows 
the trim lines of the outfit on the mannequin 
upward toward the Mexican silver ot the 


jacket. Romance fairly sings from the clever 
paper cutouts wherein the gay caballero with 


flecked 


seno 


guitar, under a silver moon in a sky 


with fleecy clouds, serenades his fair 
rita whose spangled mantilla reflects the light 
and colors from the gold leat frame, trimmed 
with luscious wine grapes, and fan all so typi 
California. The 
described as clothed in a 


Blue :” 


cal of early figure on the 
left is 
“Romance 
“Serenade.” 


costume 1m 


on the right as a costume 


Department Store and The 
“Back to 
} 


school” and early fall plaids in both the down 


The Broadway 
Broadway-Hollywood — featured 
town and cinema capital windows. These dis 


plays are not illustrated. 


New Service 
Brought Out 

World Convention Dates, 330 West 42nd 
street, New York City, has compiled a new 
service called “The Exhibitors List Finder,” 
supplements its monthly 
coming 


which convention 


listing conventions, con 


exhibits, 


calendar 
ferences, and similar gatherings 
The “List Finder” classifies the leading ex 
hibits according to industries which sponsor 
them. With each classification is given the 
names and addresses of the trade publica 
tion serving that particular industry, to 
gether with the and 


single copy price, from which exhibitor lst 


vearly subscription 


ings can be secured. 


Display School Reports 
Good Attendance 
The 


careel 


increased interest in display as a 
evidenced by 


Institute, 119 


Was capacity Suniihier 


classes at Display West 57th 


street, New York City The complete cut 
riculum for the fall term, starting Septem 
ber 18, includes the tollowing = subjects 


taught by a staff of men prominent in dis 


play and advertising fields: window and in 


terior display, display design, showeard 


writing, retail sales promotion, advertising 


copy, and layout 


Decorative Display Literature 
Has Been Issued 


Special sample and color cards of great 
interest to the display protession have just 
been issued by Coy, Disbrow & Co., Inc 
O86 Greenwich street, New York City, where 


W ilson 1s 


division 


John D general manager ot the 
display 
107-inch 
fabric in 


foils 


“NoSeam” in 


rigid 


These embrace 


width with new tall colors, 


rolls, foil 
base metals and lghtweight toils; 


papers covering 15-point 


and tinsel 


star “NoSeam” background. This literature 
is available on request to the above firm 
Earl Pantton Joins 
Wisconsin Store 

Karl Pantton has joined the Jandrey 


Neenah, \ Is., aS 
play managet 


Company, advertising-dis 








Three primary elements entered into our 


‘Autumn Fancy” displays. These were lite, 


color, and action, and here is how each in 
gredient found = its place in this series ot 
displays of which three are illustrated 

\iter 


closed tor 


choosing our theme, the windows 


were a week preceding this dis 


event; customer interest naturally be 


We had 


backgrounds painted a soft, flat pearl-white 


play 


came very strong our window 
and in our own department we produced 350 
feet of sheer bobbinette draperies in white. 
feet 


semi-circular windows 


These were 9 in height and were hung 


to form immediately 
in tront of the backgrounds. 

lo demand the attention of the passerby, 
turned into 
black, 


solution ot 


window 
leaf, 
painted a 


the glass of each was 


maple outlined in 


a gigants« 


around which was 
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Life. Color. Action 


By OLIVER J. BLANCHARD 
Goldman's, Oakland 


stale beer and Epsom salts. This was not 
transparent when dry became 
translucent. This “peep-show” effect was 
more successiul than we had planned. The 
crystals picked up the highlights in such a 
manner that the effect that of a sott- 
ened glow which was only comparable to a 


quite and 


Was 


still, clear night when large, soft snowflakes 
drift down to torm a natural curtain. This 
was our life. 

We 
blue, 


used three colors in) lighting—red, 


each window having one 
White spotlighting was 
to the softness of the col 
This effect, plus 
light through the 
crystallized glass was indeed eye-catching, 
and forcetul dramatized 
lighting. This was our color. 
For our action, we 300 
pheasant feathers, white Monterey sand, pine 
shells, hundreds ot 


and amber, 


cc mmplete color. 


used in contrast 


ored background lighting. 


the diffusion of colored 


a startling use ot 


used ostrich and 


cones, pearl starfish, 
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pearls, and other accessories. The feathers 
trees, and leaves were blown by several fans 
in each window, giving them motion whic] 
was in turn transmitted to the spectators as 
a sensation of action which brought the 
whole display to life. 

To bring the customers closer to the win 
dow we placed young California palm trees 
in a 2-foot, rose lacquered 
urn—between each display. This 
setting of white crushed marble, completed 
with matching rose lacquered bricks. 

Looking back to our other openings, we 
necessary to complete 
Chopin's — ballet 
DeBussy’s 


each planted 
Was in a 


decided music was 
We chose 
music, Sylphides.” and 
“Afternoon of a Faun.” Both 
positions are well known and gave to ow 
displays an added feeling of and 
beauty, a spirit of freedom and real enjoy 
ment. 

The exterior trimming was well worth th« 


the pictures. 
“Les 
these com 


grace 


small added expense to the usual fall open- 
ing costs, as our customer comments seemed 
to prove. Woman after woman stepped into 
the space before the windows, with the feel 
ing of having had a few minutes of seeing 
herself wearing the featured merchandise 
meanwhile being told a simple merchandis 
ing story through the life. color, and action 
of the displays 


—Blanchard converted each window of Gold- 
man's into a large maple leaf for a series of 
fall displays. The leaf outline was done in 
black. Around each leaf the glass was cov- 
ered with a saturated solution of stale beer 
and Epsom salts, which dried in a frost-like 
crystal effect. Red, blue, and amber were the 
lighting colors used, each window having but 
This lighting was especially effec- 
tive in combination with the translucent crystal 
White spotlights were 
focused on the merchandise— 


one color. 


surface of the glass. 
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“The North Wind Doth Blow==”" 
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—Cold weather is not far distant, and these six displays carry with them 
an anticipatory feeling of snow and biting winds even when used as 
atmosphere” displays during the warm months, as was the case of the 
upper window shown in the left-hand column. This was by Beaumar Jaimes, 
Franklin Simon's, New York City. . . . Next is a display by Howard 
Kauffman, C. H. Yeager Company, Akron, using five deep blue panels 
for the background and blue overhead lights; each figure was spotlighted 
n white. . . . Clarence Swanson, Laverman's, Escanaba, Mich., designed 
the ski suit window—which cost less than $3 to install. . . . Laszlo Gabor, 
Kaufmann's, Pittsburgh, created the upper two displays seen in the 








right-hand column. The first gives the spectator the sensation of looking 
out on a winter scene from the window of a mountain lodge. In the 
second, ‘snow’ fell behind the ‘windows’ in the background, and the 
French doors swung back and forth as if blown by the wind. . . . Claire 
Balmer, Greenblatt's, South Bend, Ind., designed the fur window, in which 
bleached cornflakes were kept in constant motion by three fur blowers 
and a large ventilating fan. The background was a semi-reproduction 
of Greenblatt's store front; the two small windows were glassed over to 
keep out the ‘snow.’ Within the "store" was a cut-out figure of a 
customer, in correct perspective— 
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Fluorescent Colored Lishtings 
In Modern Display 


By C. T. MASTERSON 


General Electric Company, Cleveland 


res9 


DIMENSIONS AND ELECTRICAL DATA 





40-watt 
48-inch T-12 


15-watt 20-watt 30-watt 
36-inch T-8 


18-inch T-12/24-inch T-12 
Nominal Lamp Watts? . . 15 : 20 30 40) 
Nominal lamp Amperes 0.30 0.35 0.33 0.42 
Nominal Lamp Volts < y : 62 103 108 
. e 99-250 - 

110-125 | 110-125 | Ja Tat | 199-250 
1725/32 23:25/32" 39: 20/32 47 25/32” 

ly” ly” 


2 14” é 
2000 2000 2000 2000 


15-watt 
18-inch T-8 


Circuit Voltages . 

Over-all Length 

Diameter PMS Say aan 
Rated Laboratory Life, Hrs. 





2000 

















+Add auxiliary watts for total. 


LUMEN OUTPUTS AND BRIGHTNESS 





| Foot 
Lumens| Lam 
berts* 


Foot 
Lumens) Lan 
berts’ 


1400 
1700 


Foot 
Lumens) Lam- 
berts* 


Foot 
Lumens) Lam 
berts* 


Foot 
Lumens| Lam 
berts* 


2160 
| 2580 
1520 
4350 
1460 
1810 
230 


1290 
1480 
900 
2540 
860 
1050 
120 


1800 
2100 
1260 
3600 
1200 
1500 

180 


1200 
1400 

830 
2400 


660 
760 
460 
1300 
800 440 
1000 540 
120 60 


1110 
1320 
780 
2250 
750 
930 
120 


1600 
1880 


Daylight 
White 
Blue 
Green 
Pink 
Gold 


Red 


oh fe 
mn + 


“What is that strange glow of light across 
the concourse?” asked my friend as we were 
the 
trains. 


x =, 
> 


station on 
Our curiosity 


through busy our 
the 
we instinctively altered our direction so as 
In a 


moment we were in front of a Harvey show 


passing 


tne WW 


way to aroused, 


ww we Sw 

















to come to the object of our interest. : : ' 
: *Maximum values at center of lamp perpendicular to the lamp. 





window from which emanated the soft glow 


blue radiation. “It’s one of those the present time because former attempts to 


produce quantity and quality of luminous 
color required considerable equipment witl 


of light tive quantity of pleasing color which drew 
almost every eye. 


Certainly 


new fluorescent lamps,” remarked my friend 


as we stopped to look. I noted that we the creative display artist has 


talked 


about 


the costume jewelry and com- 
pacts which were displayed about the base of 
the small column of light. 

that 
concealed above the valance were being used 


Closer inspection showed spotlights 


new tools of great possibilities with a wide 
range of adaptability in the new fluorescent 
lamps. <A five 
sizes, interesting cylindrical shape, and high 


selection of seven colors in 


efficiency are important advantages for dis- 


the accompanying wattage needed in tung 
sten filament lamps. To be sure, the 
created is in direct proportion to the wattage 


heat 


employed, but wattages of the colored fluo 
rescent lamps are extremely low in compart 


for the quantity of colored light pro 


In some colors, thes produce twenty) 


the level or illumination on 
the merchandise. Naturally, this single 15 
fluorescent lamp could not alone fur- 
nish adequate illumination, but it actually 
did an excellent job of supplying an attrac 


play use. son 
Brighter colors with less radiant heat are 
light- 


seen 


to raise seeing 
duced. 
times more light than the standard filament 
lamp. The these lamps permits 
rapid dissipation of the little heat that 1s 


fluorescent 
not 
windows 


watt an important attribute of 


ing. I dare state that we have shape of 


more luminous color in our up to 
generated. 

Here the 

fluorescent lamps. Briefly, they 


of glass which give off richly glowing light 


1 


characteristics 0! 
tubes 


are some. ot 


are 


from their entire surface when lighted. They 
have no filament. Light is produced through 
the of invisible radiation acting o1 
fluorescent with which the 
of the bulb ts These powders are 


agency 
powders inside 


coated. 


—The crystal glassware reflects a light blue 
tone from the luminous diffusing glass areas. 
The fluorescent daylight lighting accents the 
transparent forms almost unbelievably. The 
background is black. The display is from the 
Cleveland Museum of Art. Attractive 
luminous color from concealed fluorescent 
lamps draws attention to the electric range 
and, appropriately, to the featured colored 
heat control. The background is of heavy white 
cardboard on a light wood frame. Each 
simple panel has two 30-watt 36-inch fluores- 
cent lamps. The range is highlighted with the 
new 150-watt projector spotlight equipped with 
louvers— 











SEPTEMBER, 1939 






—The novel display case seen in the two 
upper photographs uses colored fluorescent 
lamps. Various background materials can be 
used, and the front can be changed as shown. 
. . . In the beautifully illuminated floral dis- 
play, four 48-inch fluorescent tubes are used, 
with no damage to the plants. . . . The dro- 
matic display of small glass objects is accom- 
plished by using ‘“Louverglas' as the shelf 
and cover for a single 18-inch fluorescent lamp 
reflector and auxiliary in the box. ... In the 
lounge of the Army and Navy club, Washing- 
ton, D. C., twenty 30-watt and fourteen I5- 
watt pink fluorescent lamps provide general 
illumination. Most of the lamps are placed 
below the glass-covered shelves around the 
edges of the room. . . . Luminous color, nat- 
ural plants, and white statuary was used for 
the recent International Rotary convention— 
























highly effective converters of invisible en- 
ergy into visible light. The low surtace 
brightness is obtained because the light 1s 
diffused from the long cylindrical glass bulb. 

The lamp, used with a small auxiliary, is 
designed for operation on standard voltage, 
alternating current circuits. Less than hali 
the radiant heat of incandescent lamps, as 
well as more light per watt, is obtained 
from fluorescent bulbs. There is no concen- 
tration of heat in any one spot. The sur- 
face of the burning lamp is comfortably cool 
to the hand. 

One of the absorbing display possibilities 
of these lamps is found in the fact that they 
generate daylight, white, green, blue, and 
pink light directly, without the use of filters. 
They also are more efficient in light output, 
color for color, than comparable incandes- 
cent sources. The green is particularly efh- 
cient, and the blue, pink, gold, white, and 
daylight surprisingly so. Lumen values are 
well maintained throughout the useful life 
of the lamp. As a matter of tact, in ordi- 
nary lighting service, the rated useful life 
is some 2,000 hours. Reduced light output, 
rather than complete failure, indicates the 
end of the bulb’s useful life. 

The best performance of fluorescent lamps 
is obtained within a temperature range ot 
60 to 90 degrees Fahrenheit. The light out- 
put is affected outside these limits. Cold 
drafts are especially to be avoided. 

Since these lamps are essentially arc lamps, 
control equipment is necessary. Each lamp 
requires a small separate auxiliary, either in 
the thermal switch type or the magnetic 
switch type. They are readily concealed in 
strips and channels on which the lamps are 


























mounted, or in some part of most lamp fix- 
tures. Wiring requires three individual 
wires per lamp, plus one common wire for a 
group of lamps, making it more practicable 
to have each auxiliary near its own lamp 
Lamp operation is satisfactory, however, 
with the auxiliary at a considerable dis 
tance. 

One type socket, for either flush or sur 
tace mounting, fits all lamp sizes. Lamps 
can be mounted end to end with only 34 inch 
taken up by sockets. Fluorescent lamps are 
secure ly locked in their sockets by a simple 
quarter turn. Contact is positive, and re 
moval easy. Small, compact capacitors to 
improve the power factor tor mounting di 
rectly in wireways and fixtures are avail 
able. These reduce the current required for 
a given number of lamps and allow a maxi- 
mum number of lamps to be installed on 
standard wiring. 
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Future’s Furniture Jsettings 
At Kaufmann’s Today 


By MARJORIE M. REICH 
Kaufmann's, Pittsburgh 


Kautmann’s opened its Futura’ rooms 
1939-40 series, just a couple of weeks ago 
The rooms, designed by Laszlo Gabor, dis 
play director, carry out his) principles o1 
decoration: a feeling of spaciousness, plenty 
ot light, cheerfulness, and comtort. In. the 
ingenious rooms he has designed tor Kaut 
mann’s he has added wit, humor, and tan 
tasv to the usual principles upon which he 
bases his work. 

He achieves an atmosphere of spacious 
ness by deft placing of turniture, wise use 
of room area, and his own personally 
designed furniture, usually low and lacking 
in excess of adornment. Important in_ his 
placement of articles is that the furniture 
is so designed and placed that it can he 
moved about without spoiling the decora 
tive effect of the room. Important in- the 
design of his furniture is its simplicity and 
grace and beauty of wood. He places his 
emphasis on low, horizontal lines—lines to 
fit the body rather than for decoration 61 
design. 

No one has greater appreciation of | the 
natural beauty of wood grain than Gabor 
and all of his furniture is beautitul, not be 
cause of carving or embellishments of any 
kind, which he disdains because of thei 
artificiality, but because of his glorification 
of the inherent beauty of materials and his 
unusual feeling for line and color. The 
furniture is especially comfortable because 
it is low, easy to use, utilitarian. Pieces 
for storage are designed so that thev have 
the compartments the user will) find) most 
convenient. Ele achieves his tenet of spa 
ciousness again because of the simple com 
pactness of the pieces. 

A great measure of the success of th: 
rooms can be traced to the abundance ot 
light and color. Cheery, simple fabrics are 
always used at the windows to allow plenty 
ot sunlight to enter, to add to the buovant 
feeling within a room—to raise the = spirits 
of the occupants. He has a fine feeling for 
subtleties of color, so that unusual colo 
tones are used; although they are trequent] 
in the lighter color range, his variations 01 
color prevent any feeling of monotony an 


—There are plenty of display ideas in the 
novel ‘Futura’ settings designed by Laszlo 
Gabor, display director for Kaufmann's, Pitts- 
burgh, for the interior presentation of furni- 
ture. Gabor also designed the merchandise. 
... In the room shown above, egg crate fillers 
provide a textured wall. The emphasis in the 
furniture is on low, horizontal lines. Unmounted, 
unframed photographs are used for wall dec- 
orations, and a mural covers a third wall in 
the room. Fluorescent lighting is used. . . 

In the bedroom, soft lighting comes from be- 
hind the folds of the plaster drapes in the 
background. The ceiling is ‘‘dropped.'' Note 
the decorative lighting on the ceiling itself— 
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—At the right is a view of the man’s bedroom 
in the Futura’ series of settings. On one wall 
is a mural of a woman, so treated, according 
to Gabor, as to "stimulate the man's imagi- 
nation and sharpen his wit while he is in a 
setting of complete relaxation and comfort." 
. . « The dining room photograph shows the 
mural technique to good effect. The "collage" 
treatment is followed, many of the mural's 
decorative treatments consisting of real ob- 
jects such as frying pan, dish, Easter eggs, 
and the like— 


create many spots of particular interest. In 
the living room to the “Futura” group, 
Gabor runs through the artist’s full palette 
of color. 

Room backgrounds are light and simple, 
never conflicting with any of the elements 
of the room. It will be observed, for ex- 
ample, that egg crate fillers provide a tex- 
tured wall of extreme novelty and beauty. 
Other interesting features include a mono- 
tone self-textured rug which covers the floor 
wall to wall. The novel fire-screen is _utili- 
tarian in that the large holes allow the 
heat to enter the room. Unmounted, un- 
framed photographs adorn the walls, the 
idea being that the owner can change the 
pictures whenever he wishes, without fuss 
or trouble. In the living room it will be 
seen that the cabinet is upholstered in black 
leatherette with brass upholstery nails and 
handles for an unusual effect. 

The dramatic murals Gabor has created 
for this series of rooms are as exciting as 
any modern art you might find on exhibit. 
In the man’s bedroom, there is a colorful 
wall decoration of a woman, treated with 
wit and humor. “The purpose,” says Gabor, 
“is to stimulate the man’s imagination and 
sharpen his wit while he is in a setting of 
complete relaxation and comfort.” The 
mural in the dining room creates a delight- 
fully “appetizing” room through a riot of 
foods and dishes harmoniously arranged on 
one of the walls. Often times the subject 
is not simply painted on, but actual mate- 
rials themselves are used, such as frying 
pan, Easter eggs, oilcloth, and the like, so 
that the mural is in three dimensions. 

These modern rooms have everything that 
is new in them—new uses of new fabrics, 
new materials, new furniture designs. Every 
thing has a new and different look. For 
example, on the beds, a fine upholstery cov- 
ering is used over the mattresses and tufted. 
The colors, being decorative and in harmony 
with the room, allow the beds to be used as 
they are, without any spreads or covering of 
any kind. One of the cabinets has a quilted 
covering in a new sateen-ized material, in 
dramatic contrast with the natural beauty 
of wood in the pieces standing next to it. 

New lighting is used—lighting that is soft 
and subdued, that will be relaxing and pleas- 
ant to the occupants, and bright enough for 
reading when desired. Fluorescent lighting 
is used in many of the rooms. 

Enormous crowds attest to the success 
of Gabor’s rooms. Visitors, quick to per 
ceive the humor of the treatment and alert 
to see the new technique that makes the 
rooms colorful, comfortable, and gay, are 
oming back repeatedly to visit them. Store 
fficials agree that this is the most success- 
iul series of modern rooms the store has 
‘ver had. 


DISPLAY WORLD 





DISPLAY WORLD 





SEPTEMBER, 1939 


Dulling Dower Of Windows 


HARRY H. HAMILTON, Publicity Director* 


By 


My remarks will concern some psychologi- 
cal truths about influencing human behavior 
with the intelligent use of familiar emotional 
impacts known to all who use persuasion in 
any medium to attract trade to stores. As 
a practicing advertising manager, I still be- 
lieve that newspaper advertising has and 
will do a better merchandising job than any 
yet however, win 
dow display, the medium at the point of 
purchase, has been kicked around too long 
as a stepchild of advertising for me to sit 
back any longer without saying to you that 
combined with intelligent newspaper adver 
tising, display—window and interior—can do 
a grand job if men begin the painful proc 
ess of thinking more about it. 

“The human mind has 


other medium devised; 


Someone has said: 
an infinite capacity to resist the introduction 
of knowledge.” How true! Especially many 
men now connected with display. 

Thirty-five years ago a certain group of 
men were working long and tedious hours 
trying to take the spit, the sputter, and the 
stop out of the “horseless carriage.” Thirty- 
five years ago another group of tireless men 
were working, ear-phones clamped to their 
heads, trying to take the spit, the sputter, 
and the stop out of the radio. 

You can leave this room tonight, step into 
push it down the rolling road a 
hundred miles an hour, turn on your car 
radio, relax, and listen to a symphony. 

Thirty-five ago another group ot 
harassed men were slaving under hot win- 
dow lights, building battleships out of 
handkerchiefs in the show windows from 
Maine to California. During the Christmas 
season of 1937 a genius at Lord & Taylor, 
New York City, filled the store’s show win- 
with swinging bells and swirling 


your Car, 


years 


dows 


*From an address before the Los Angeles Annual 


Display Clinic 


Henshey's, Santa Monica, Calif. 


snow! Standing on the sidewalk you could 
hear the bells tolling. That displayman was 
“crazy” because he forgot to put any mer- 
chandise on display. He was crazy all 
right, crazy like a fox! The crowds came 
streets were jammed 
sales at Lord & 
front 
lead 


as never before 
. . trafic was blocked ... 
Taylor boomed! Display made the 
pages of the the 
stories of the magazines 

Christmas season 1938, last year, sixty-six 
other great stores all the land filled 
their Christmas windows with swinging 
bells and swirling snow. We had two ex 
amples here in Los Angeles. Display 
beginning to register. Display had 
ceeded at last in creating an effect 
people, and, after all, that is the purpose of 
display. 


newspapers and 


over 


Was 
suc- 
on 








Merchants have looked at display in days 
gone by with a cold and cynical eye, but 
today merchants have begun to realize that 
display is an interesting baby. They have 
begun to chuck it under the chin, to give it 
a smile, to give it cash, to give it a plac 
in the budget that it deserves. 

“Pulling Power of Windows!” Yes, but 
how can you tell whether a window will pull 
or not when you put it in? [I mean by “pull, 
will it merchandise? Well, when 
“put in a window” you are trying to influ 
ence people to trade with you. 

Advertising minds have been experiment 
ing with words for 
years. Harry H. 
twenty years ago 
evaluating advertising. 
send came up out of 


sell vou 


persuasive years and 
Gould came 
with a method of pre 
The brothers Town 


Georgia a year ot 


forward 





two ago with their much talked about 
twenty-seven checking points. Others have 
110 points and 15 points and so on. Advert 


tising minds view with a great deal of sus 
picion any method of rule-of-thumb or yard- 
stick measuring of effectiveness. The same 
thing applies to display. The International 
\ssociation of Display Men has a committee 
working now on some method of determin 
ing the effectiveness, relatively, of 
window displays, various checking points. 
Whatever their findings are, I am still 
of the opinion that one big idea is bette: 
If you want 


various 


than twenty-seven little ideas ! 
to put “pull” into your displays, therefore, 
have a hig 
build 


voull have to idea, a central 


theme upon which to 


—Fantasy runs rampant in the shoe display 
seen above, by Edward J. Perrault, The Fash 
ion, Houston, Texas. Toadstools and weird 
trees combine as displayers for the merchan- 
dise. . . . The bride at the left stands before 
an enormous picture frame; emphasis is placed 
on "Victorian Fantasy," according to the 
window card— 
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—All the photographs on this page are of 
displays by Edward J. Perrault, The Fashion, 
Houston— 


You are attempting to create an effect on 
people, but don’t do as some of the big 
shots of display have done recently at 
Christmastime with their interior displays. 
They have attempted to streamline Christ- 
mas with decorations made like Fuller 
brushes and with Christmas trees made like 
blue spears. Christmas is still traditional— 
you must have the white of treshly fallen 
snow, the red of the holly berry, the green 
ot English firs, and the warmth and glow 
of the hearth tire to make Christmas tra- 
ditional. You can't get the etfect of Christ 
mas with pale blue globules and bells made 
like a brush. 1 don't say that decoratives 
are unnecessary; tar trom it. The right 
decorative props are indispensable in help 
ing to create the right etfect on people 

How do you set out to do it and do it 
scientifically? First, go to the public library. 
lell the librarian you want to find out what 
makes human beings behave like people. 
She will introduce you to a new world ot 
thought. You'll find that people are gov 
erned by certain basic elemental human 
emotions. Some of these are passive emo 
tions, others are active. Action is what you 
are after, so you will concern yourself with 
these active emotions. 

How do you get an emotion \n emotion 
comes from a thought. How do you get a 
thought? A thought comes from a word or 
a picture or a mental image. How do you get 
a mental image or a thought that will bring 
an emotion that will bring an action? By 
using the right word or the right picture or 
the right display arrangement! 

\ll this may sound theoretical and techni 
cal to you, but really it’s very simple. Some 
people are thrifty, but not all of the people. 
Some people are feartul, but not all of the 
people Some people are envious, but not 
all—and so on. Find out, first, what action 
you want from your potential customers, 
then go about bringing to them the right 
words, the right pictures, and the right dis 
plays—and you have begun to put the “pull” 
into windows. 

In order to know all about the merchan 
dise and its uses, you should make a start 
months in advance of the installation of 
your displays. In our store, our buyers 
have been instructed to make notes on 
convenient 3-by-5-inch cards every time they 
look at a line of merchandise and buy it. 
These cards are fastened to their duplicate 
invoices and weeks later when the merchan- 
dise arrives and they mark it ready for 
sale there, right on the duplicate invoice, 
is the information about that particular mer- 
chandise—information that they absorbed 
from a well-posted salesman when they 
made their commitments. That information 
is relayed to my. office immediately and 
filed for reterenes When advertising and 
e planned T am able to know, 


windows a 
theretore, just what effect | can create on 
people by displaving or advertising that 
particular item or items. You merchants 

vou. displaymen—-vou advertising people 

you are the stage managers; you are the 
producers: vou are the ones who should 
know how to create the right effect on 
people with the medium at your command. 


Fd 


& Bs. 
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case of the perfume 

of the quicker selling TC} 
the top are of wall board, with cut-out 

This setting can be used for other lines, 

d watches, and jewelry— 


setting for use on a show 


+ is shown a display 
for heavy display 


Low platforms provide space 
The supports and sign across 


d lettering applied as shown. 
such as toilet goods, clocks an 















—At the righ 





department. 
perfumes. 
scrolls an 








sing ond still is near the = 


Table top selling is the oldest form of merchandi 

top in making sales. Today it has taken on new glamour through the use of 
especially designed display settings built on top of, or as part of, tables or 
counters. At the right is an excellent example of this technique. Here an 


overhead sign is supported by a shelf displayer and three round rods— 
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. | | Hitch Your Wagon to These STARS! 
EACH ONE A BASIC CONSTRUCTION NEED 
FOR FALL, CHRISTMAS AND SEASONAL DISPLAYS 
Nodeam 9 feet wide--7 feet wide /\ 
yled by 
Bliss Display Corp. Now available in 20 high style colors 9’ wide—I2 yd. rolls, 50 
yd. rolls. In nine beautiful colors 7’ wide—12 yd. rolls, 50. yd. rolls. ‘‘THE" back- PAPER 
ground and post trim with the ART FINISH. 
%& SEND FOR SPECIAL BULLETIN ON TINSEL STAR NOSEAM 
th 
p 
of 
SHADES & 
FOILS--14 coross BASEMETAL--9 
from delicate pastels to deep Christmas MIRROR COLORS. A true reproduc- 
tones—26” wide in rolls. Heavy 15 METAL tion of mirrors in rolls 20” wide. Leaves, 
point and lightweight, plus that NEW a os 
Duplex Foil (double sided). 
\ 
J 
RIGI D FABRIC 12 Beautiful colors in rolls 52” 
= wide, 10 yds. long. A heavy, 
FABRIC ; stiff material that can be used equally as well for backgrounds, or floor covering, 
| or columns, and artificial flowers. Ask for a large, free sample. 
dee 
ut 
ed eee ey ee ees 1 
the t COY, DISBROW & CO., INC. : 
- ; aes 
ac- a 686- reenwic 3 
COY, DISBROW & CO., Inc. i : 
te ' Send at once FREE CATALOGS and informa- % 
- DISPLAY DIVISION : tion on your materials to ; 
1 ’ 
686-690 GREENWICH STREET 1 Nome 
' 
NEW YORK CITY t Address 
1 ' 
- City State : 
Re a ee TE ey H 
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YOU ARE CERTAIN 





FULL FLAVORED MEAS 
WHEN YOU COOK OW A 


ODERN GAS RANGE. 





Simplicity In Dramatization 
Should Be Ihe Rule 


This is a highly coordinated age—an ag 
ot experts. Retailing, as every other phas« 
of business, has its experts contributing 
their intelligence to the problem of making 
sales The displayman with his highly de 
veloped art has earned the right to be classi 
fed among the experts as a sales promotion 


specialist 


very form of sales promotion, direct o 
indirect, has taken on a scientific aspect; no 
one engaged in selling can get anvwhere 
these davs without an insight into the com 
plex motives that urge people to buy. Buy 
ing is a reflex action born out of certain 
stimuli; it is the merchant's unending task 
to devise stimuli that will result in) more 
sales and the art of merchandise presenta 
tion is one ot his oldest and most effective 
means of stimulating the urge to buy 

Display says, succinctly and pleasantly, 
the best that can be said for the merchandis« 


By HARRY SWENSON 
Peoples Gas Light & Coke Co., Chicago 


or service it sells. It makes a business of 
introducing to the prospect the merchandise 
the salespeople are going to talk about 
and this is important; display assumes that 
everybody is a prospective buyer. 

(good displays, or rather productive dis 
plays, are not to be pulled out of a ma 
gician’s hat. They are invariably products 
of cogitation, imagination, research and a 
good deal of hard work. Displays are 
vaporous ideas made concrete and as every 
displayman knows, the most difficult. part 
ot his job is the effort in getting workable 
ideas. Personally, I have found that the 
very worst way of getting hold of an idea is 
to go hunting expressly for it. Ideas are 
elusive, hard to catch, and still harder to 
translate into compelling sales motifs. The 
pretty theory of inspiration is a myth not 
to be depended upon; at any rate inspiration 
does not work regular hours, nor does it 


come by bidding. It is stimuli of every sort 
and from unspecified sources that form. thi 
bud tor the idea that finally emerges as 
full-blown display. Obtuse personalities cat 
seldom succeed in’ display work, for the 
displayman is the poet of business; a poet 
who sees facts with the eve of imaginatio! 
There’s reluctance to credit the displa 
artist with the status of production-man. He 
sometimes resents it himself and preters 
the distinction of being an artist, but pro 
duction-man is just what he is if his work 
His tools, though intangibl 
at first glance, are ideas, plans, and scheme 
His re 


sults—public favor and money in the cas 


brings results 
expressed according to his ability. 


register. 

No profession calls for a more comple 
make-up than the displayman’s. He must b: 
a well-balanced combination of designe! 

[Continued on page 49] 
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y SEND FOR FREE SAMPLE BOOK OF REVOLUTIONARY 
NEW ALL-PURPOSE MATERIAL FOR 
COVERING AND LINING! 


















WASHABLE ; FADE-RESISTANT 


_— 




























Y8 INCH WIDE 
ROLLS.. 750 FEET 
LONG / 













COMPARE 


WITH MATERIALS COSTING 
UP TO THREE TIMES MORE 


For years display men have wanted an inexpen 





ther Low- 
, Papers By cLOPAY 


jonally low 
MODAY =: a “— Oc Soy 50 a roll. 







olors an 






























ts. ™ 
fabric effec . Spe- sive leather-embossed display paper which could 
AY (Book 1) c. cially com be used in a variety of ways. Here it is- In JUMBO ROLLS you 
LAMIN tage of pa ant COVERAY—by CLOPAY. Ideal for covering table save 20% ... Rolls are 
ted pape ro uited to past- tops, counters, shelves, window floors. Note these 750 ft. long. Regular rolls, 25 ft. long. 
struct ally s¥ roll. fetaures: 
d. ‘Taec $1.95 
s § 50 t 
- 97 colors. SI-° Very @ Authentic leather embossing you’d expect only CHECK THE SAMPLE BOOKS YOU WANT 
k 2) nusual. in expensive papers! Yet COVERAY is amaz Coveray Laminay No. 1 
LAMINAY (Boo cee? pase: ingly inexpensive! Moday ianiner fe. 2 
terns pain nted pl with pre-fab- @22 authoritative colors give you a wider choice Woodgrains 
ps =n display a $1.95 roll: in display work. 
oO Vv a -—- 
ricated designs: Authentic @Baked-ename!l finish — 100% washable — stain- ‘ae a 
NS: aductions of proof — fade resistant. AY CORPORATION 
wooDGRA rept numbers ; ral } 1293 Clopay Square, Cincinnati, Ohio 
; panels: vag 100% @Tough yet flexible. Its wearing qualities will Please send me the FREE sample books I have 
° 2 ia amaze you: checked above. 








@Big, wide rolls—plain colors selling as low as NAME 
$1.50 a roll. 
Use the coupon at right to send for sample book FIRM NAME 
of COVERAY. Ask for other CLOPAY Display ADDRESS 
papers, too! Used successfully every day by 
thousands of well-known display men. CITY STATE 
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Masculine Stoppers 





—Top row, left to right, "Wildfowl Hats,’’ by Arthur Sadler, Christy 
& Co. Ltd., London; center, “Autumn Shadows,’’ by George H. 
Wagner, J. L. Brandeis & Co., Omaha—the wording and modern 
tree done in shadow effects; right, "Campus Coats," also by Wagner. 

. . Second row, “Old Man Winter’ peers through a cold-green 
cellophane curtain—by J. C. Nichols, for John Wanamaker-Philadel- 
phia; right, ‘For Open Air-Minded Men,"' by Edward S. Arkow, 
Gimbel Brothers, Philadelphia—reflecting painstaking display ar- 








rangement. . . . Third row, shoes of all types shown in a display by 
Everett Quintrell, Elder & Johnston Company, Dayton, Ohio; com- 
plete ensembles in a setting by V. M. Banker, Browning King & Co., 
Milwaukee. . . . Last row, left, a window from Wallach's, New York 
City, by Eugene Klein—note the novel knitted wire displayer; center, 
by Eugene Turner, Zachry's, Atlanta; right, shoes in picture settings. 
by A. T. Kalasky, W. B. Davis Company, Cleveland. The upper 
pictures cre lighted from the rear— 
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YOU'VE NEVER SEEN SUCH 
ATTRACTIVE SANTAS... 


Tope 


For your Christmas Decoration we 
offer 3 types of Santas, beaming 
with enthusiasm, for use on pillars, 
walls, counters and windows. 


PROCESSED 
_ PAPIER MACHE SANTA 
= 30” wide x 40” high—16” relief. 


7 Richly colored, arms finished with 
- red flock. Open to hold gift boxes 


or merchandise. 


Order by #3151—$21.95 each. 


No. 3151 


10” full-round Santa’ e@ 
made of modernized flexible 


rubber. 


Lustrous finish. 


No. 6009 or No. 6019 


ee ree $2.50 vo 
Lots of 12..... 2.25 each > 
Lots of 50..... 2.15 each 
100 or more.... 2.00 each 

P 


All Merchandise F. O. B., Pittsburgh, 





477 MELWOOD STREET 160 EAST 56TH STREET 
PITTSBURGH, PENNA. NEW YORK CITY, N. Y. 
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emember Retail Droblems 


When BPianning Displays 


The fact that many national advertisers 
are haunted by the spectre of unused dis 
play material is due, in many cases, to a 
lack of consideration of retail problems 
when the displays are first planned. Too 
much emphasis is laid on the manufacturer's 
viewpoint of what constitutes a good display, 
rather than a weighing of display values as 
the retail display staff sees them 

Cannon Mills’ new display material at 
tempts to fulfill its destiny of selling mer 
chandise through recognition of retail re 
quirements, rather than ignoring them. How 
this is done is explained below, but first 
let’s look at the displays themselves. 

The new Cannon “bathroom nooks” were 
introduced in conjunction with the likewise 
new Americannon series of towels. This 
set of four bathroom nooks plus a= large 
bell-jar poster are furnished free to re 
tailers on request Phe display nooks are 
carried out in the trompe l'oeil, or “deceive 
the eye,” technique which gives a three di 
mensional effect of sections of four lovely, 
modern bathrooms \ simulated towel-bar, 
actually a slot, makes it possible for each 
store to insert its own stock 

The angular recesses of the displays also 
provide usetul bath mat display ledges, and 
thus fill a long-telt want for a method ot 
displaying bath mats realistically with = the 
towel ensemble 

So versatile are these bathroom nooks that 
they can be used by stores for numerous dis 
play purposes the year ‘round They are 
pertect for windows, with any theme, at any 
season. They do a complete selling job any 
where in the towel department—on ledges, in 
wall cases, on counters, on selling tables. They 
tell a compelling display story to passing 


housewives “See how these attractive new 








By RUTH LEIGH 
Cannon Mills, Inc., New York City 


Cannon towels will look in your bathroom 
Stop now and buy!” 

Each of the four bathroom nooks is 37 
inches high, 28 inches wide, and 6 inches 
deep. The backgrounds, neutral in tone, are 
in four smart colors: muted chartreuse, deli- 
cate blue, gray-and-coral, and shell pink. 

To insure correct display against these 
bathroom backgrounds, Cannon has worked 
out an ingenious help: a chart on the back 
of each of the four nooks, suggesting the 





correct color towels to display against each 
background color. For busy displaymen, fot 
hurried salespeople, for better taste in de 
partment display, these charts are invalu 


abl 








Moreover, to insure the towel display 
being constantly varied and attractive, the 
back of each nook gives pictorial sugges 
tions for various towel arrangements. The 
pictures also show ways to use the display 
in the department. Every step of the dis 
play procedure for using the nooks properly 
has been taken care of, so that salespeople 
can vary the arrangement as desired. 

Hence these new display nooks, designed 
very carefully with the retailer's problems 
in mind, satisfactorily overcome five prob 
lems : 

1. As a rule, towels are displayed over 
bars, against boards, or folded seldom 
against the actual backgrounds as used in 
a home bathroom. The new Cannon display 
material, by simulating actual settings, gives 
towels their proper display background 

2. In displaying towels in the department 
salespeople who arrange so many of the 
interior wall case, COURTCES, OF ledge displays 
often lack experience in correct color com 
binations tor good displays. To offset this 
Cannon's displays suggest actual color com 
binations so that anyone can be sure of 
color harmony simply by following — the 
suggestions. 

3. In trimming wall cases in towel de 
partments, some atmospheric background 
important, vet often difheult for salespeopl 
to arrange—especially if they wish to us 
bathroom accessory material. These new 
displays eliminate this by suggesting the 
atmosphere of ultra-smart, modern bath 
rooms This solves an important and difh 

[Continued on page 39] 


—"Bathroom nook" displays are the latest in- 

troduction of Cannon Mills to the display 

field. Useful in almost any type of display, 

they sell the ensemble idea by showing the 

merchandise in a setting reminiscent of that 
in which it will eventually be used— 
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PETAL DESIGN 
10 Colors 
Rolls 26x25’ 


FESTOON 
QUILTFOIL 
10 Colors 


Rolls 26”x25' 


Exclusive with Maharam 


e-—r > Ci R< “ev 20%,06"- 6, 228% 4 ~~ oe oe 
Se3ecR Ss Seo oass se 
Bre RE OS Me ee EN or cores et ee Bie 
oe we e SA] om ‘ oe se ro] at, SRO Mot \. SM 
9% eo 8) “ee oe o Sous Us Se" io% OOF os: Nt 
OCS Worst Se ete. | Oc} ener St Seen, . ote 
“ae, SS’ OS” Se er 


Heavy Backed with a Puffed Embossing 
For OUTSTANDING MODERN DISPLAYS 


Distinctive Designs in 10 Brilliant Colors . . . Silver, 
Gold, Copper, Red, Blue, Green, Light Blue, Light 
Green, Orchid and Burnt Orange. 


$4.50 Per Roll 
NUQUILT 
DESIGN QUILTFOILS—the new and ingenious display ma- 
10 Colors — terial that is ideal for backgrounds, columns, panels, 
Rolls 26”x25 fl ° : ° 
Poe ova ooring, show cases and innumerable other display 
henn ceniieiblon uses. Be the first to use QUILTFOILS in your city! 
Rolls 26”x20’ 






JOBBER 
TERRITORIES 


ACORN DESIGN 
26” x20’—Beautiful 
Brown and Copper 
tones on richly em- 
bossed 15 Pt. foil 
material. 










4 LS 
Te Tome o€e) fol. 
NEW YORK—130 WEST 46th STREET 
CHICAGO—6 East Lake Street 


ST. LOUIS—915 Olive Street 
LOS ANGELES—819 Santee Street 











METAL 
MOULDING TRIM 


Modernistic Designs in 


STAINLESS 
CHROME PLATE 
COPPER 


Bent to Shape :: Nosed Ends 
Also Straight Lengths 
Simplified Wire Clip 

Installation 


Special attention given large or 
small orders 


Send your Moulding Inquiries to 





Dasco Products Co., Inc. 
EAST DETROIT, MICHIGAN 














Send for the latest 
EXCELSIOR CIRCULAR 


showing the 


rALL lems 


A sufficiently diversified line full of highly 
attractive colorful designs . . . a quick aid 
to displaymen on the lookout for something 


different. 


Send for your copy of our circular today. 


EXCELSIOR PAPER SPECIALTIES CO., INC. 


___640 West 57th Street, Dept. D New York City 
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Sell More Home Furnishings 
Via Practical Displays 


Phe modern woman is just as interested 


in shopping for new curtains, spreads, 


draperies, and slip covers for her home as 
she is in decking herself out in the season’s 
latest 
department stores, 


fashion. Yet in many of the finest 


home furnishings seldom 


get their dav in the sun, via the show 


window and the displayman 





By F. N. GARGIUL 
Gargiul Studios, New York City 


All too frequently a display ot slip covers 


or draperies consists of a jumbled mass ot 
over the arm ot 


a bedspread 


fabrics trailing carelessly 
a rather nondescript chair—or 
window is composed of a few pieces of mer- 
tacked to columns 
or panels and left to limp 


long-suffering 
there in 


chandise 
hang 
resignation. 


aap. 


* 


oy 
& 





The specialty drapery or decorating 
shop has even greater need than the depart 
ment store for attractive display windows 
for its blood depends on the singte 
artery of the homefurnishing budget. In 
other words, it must sell merchandise all the 
round and not just at the height of 
the spring and fall decorating seasons. The 
displays illustrated here were all created for 
shop. 


life’s 


year 


the specialty decorator’s Careful 
research in the matter of decorating trends 
fabrics, and colors went into their planning. 
The result phenomenal 
sales over previous seasons which entirely 
justified the expenditure involved. 

The seen in the photo 
graph, was divided into two sections which 
enabled us to create two distinctive decora 
tive -the one in the foreground 
combining walls and Dubonnet floo1 
with the love-seat and drape in a rosewood 
The odd chair was 
stripe. For the 
section we used rosewood for the 
ground, blue for the floor and the slip cove 
fabric in a particularly lovely 
Amber lighting 


was a increase in 


window, lower 


schemes 
eray 
ground. covered in a 


blending second or. reat 


back 


and drapery 
pattern on a blue ground. 
lent a warm glow to the settings, 
the effect of flooded with 

\ similar plan was followed in the win 
illustrated in the center photograph 
except that this window, being even longer. 


giving 


a room sunshine 


dow 


was divided into three sections for which 
we also designed three different color 
themes. In the first we used gray for the 
background, with Dubonnet floor and_ the 
love-seat and window drape in rosewood 
The smaller chair was Dubonnet and_ the 
lighting was amber. The second = section 


carried out in a blue and gray color 


scheme accentuated with soft blue lighting, 


Was 


and tor the third setting the walls were ros¢ 
and the floor covered in Dubonnet leather- 
ette. The drapery and slip covers featured 
big pink black background 
Orange lights shed a warm glow over the 
The effect of these three harmonious 


roses on a 


SCenic. 


color schemes and the meticulous way in 
which the curtains were draped and pleated 
proved so irresistible to the passing woman 
that this window actually doubled sales. 

\ different 


shown in the 


slip 
illustration, 


approach to the cove 


story is upper 
telling its own sales message as effectively, 
and with many possibilities for a store ot 
limited budget. We used it as a 
piece for a window background with drap- 
either side but it could also be 
used as a ledge or counter trim or wall 
treatment. The letters were all cutouts ot 
a different color and = pattern of fabric, 
mounted on beaver board, and standing 
in a wooden trough built out about 
7 inches from the wall and indirectly 
lighted. The wedge-shaped pieces were ap 
plied directly to the wall. 


center 


eries on 


erect 
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Nalco WINTERSCENE Panorama Nalco S 8 Ow RAN GE Panorama NALCO 5 | 0 wy R A ‘| G F PANORAMA 
Modern air-brush effect, blue grey Pastel crayon effect, in varying 
and snow-white color combination. shades of cold blue, and white. 


Latest backgrounds exceptionally adapted to CHRISTMAS and Winter 
Sales Promotion; Winter Wear, Sports Wear, Furs, Sports Articles, Toys, etc. 
The designs are continuous along the length of roll, and are processed 
on aew strong, flexible paper board. 


Rolls 57 inches high by 20 feet long 


PRICE: $3.75 Per Roll 


Packed in individual shipping containers 


NALCO WINTERSCENE panorama 





— naLco's WEWEST creation 


Latest Illustrated Circulars will be furnished on request. 





Authorized Distributors in all Sections. 


NALCO INC., 116 East 27th St., New York, N. Y. 
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BY GOLLY , THIS 
IS THE FIRST 
SHOW CARD BOARD 
THE ERASER 
HAS FAILED 
TO RUIN 






Motion! 


For Display Animation 
SpeedWay Presents: 
eThe MOTIONEER 

--lowest priced electric pendulum‘ unit. 
@eFLEA POWER MOTORS 

—any size, any speed, any current. 


eSPEEDWAY TURNTABLES 


—a complete line from 5 to 500 lbs. capacity, 
any speed, any current. 


@EXPERT TECHNICAL SERVICE 


—FREE motion mechanism designing service. 





the 
MOTIONEER 


















Write for new Catalog showing the complete 


wie fr or coe ae CHICAGO CARDBOARD COMPANY 


Display Motion Division 666 WASHINGTON BOULEVARD CHICAGO , ILLINOIS 


SpeedWay Manufacturing Co. , y . 
1098 5. Sind AVE. CICERO. ILLINOIS To Gale by Leading “UV ikelicbadiinn» Everywhere 
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isplay Studic Problems 


XIll. "THE EASY WAY TO DO IT" 


By A. L. GILLAM, Display Artist 


The Coleman Lamp and Stove Company, Wichita 


The following article has been written 
for the purpose of helping a great many of 
the boys in the display field to do the job a 
little easier Most of the old timers know 
how it is done and it is not news to them, 
but to many of the new fellows in the field 
this article gives suggestions on the easy 
way to do it to save time and expense and 
et have a little better display and _ finer 
finished work 

Mounting 

In mounting paper on wall board, such 
as newspaper ads to use as display cards, or 
for mounting maps and other thin paper 
sheets on wall board or cardboard backing, 
there are two “easy ways to do it.” 

The first is with the use of rubber cement 
This is the standard article, obtainable from 
any stationery store. Use it straight out 
ot the can 

The first step is to lay the sheet face up 
on the space on which it is to be mounted. 
With a pencil mark the outline of the sheet 
on the board 

Then spread rubber cement evenly on the 
back of the sheet to be mounted and within 
the outlined space on the wall board o1 
cardboard, allowing both to dry thoroughly 

Then start from the center and lay the 
sheet down, pressing trom the center out to 
all edges, working in a circular space trom 
the center out to the edges. The use of 
a rubber roller is very handy if one is avail 
able. The thumbnail sketch gives an idea 
of how to roll out the paper after starting 
from the center. By mounting in this man 
ner, the sheet lies flat, there are no att 
bubbles or “boils,” and it is ready for use 
ina few moments. If one has never mounted 
material with rubber cement, it would be 
well to try a piece or two and experiment 
i little before attempting a finished job 

Rubber cement will not adhere tor any 
leneth of time i exposed to constant heat, 


—Roll from the center toward the edges, laying 
sheet down as you roll— 


cI 














as, for example, where excessive heat is in 
a window. 

Where this heat factor is encountered 
sheets of this kind can be mounted with 
mucilage, following the same procedure out- 
lined above. We would suggest, however, 
that the standard mucilage as purchased 
from the stationery house be diluted about 
one-third to one-half with either plain or 
distilled water. Then spread a thin coat on 
the back of the sheet to be mounted, as well 
as onto the piece of board, and then mount 
immediately. Weight down evenly with 
magazines or some fairly heavy weight to 
hold the sheet down flat. The adding of the 
water to the mucilage helps to prevent air 
bubbles creeping in as it dries and an even 
job can easily be obtained. 


Mounting Wall Board 


Liquid latex is very helpful to mount wall 
board on a wood frame without the use ot 





AIR HOLE 





—Pour a small stream of liquid latex down the 
center of the board— 


nails This latex should be trom 63 to 70 
per cent natural rubber solids. (If you do 
not have the source for this material, the 
address can be obtained through DISPLAY 
WORLD.) The best material we have 
found is Dunlop's Liquid Latex. The “easy 
way” to apply this is to put it in a small 
bottle with a screw ld and a hole punched 
in each side of the cap such as shown on the 
sketch Phe latex is poured on the wood 
frame and the wall board, pre-cut to size, is 
then placed on the trame It is not neces 
sary to weight this down tor drying unless 
the wall board is warped and will not. Ie 
flat This dries in a few minutes time and 
is ready for painting or further use. The 
We ship our dis 


plays all over the country, adhered only with 


liquid latex holds firmly 


this latex, and have had no trouble at all 
with the wall board not adhering properly 
We do not use nails except where absolutely 


necessary By mounting wall board in this 
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—Use a small nail or wire and gently push the 
flock out of the nozzle back into the jar— 


way, you do not have unsightly nailheads to 
cover up with moulding and you can get a 
beautifully finished panel. This latex can 
also be used for mounting cardboard ot 
other materials, including fabrics, as it does 
not stain. 


Frame Construction 
Many displaymen use white pine for 
building frames and when they use finished 
nails or box nails, through strain and 
handling, these nails pull loose because the 
regular smooth-finished nail will not hold 


tight in this soft lumber. An easy way to 
eliminate this is to use a cement coated nail 
obtainable trom any hardware store. This 


type of nail holds much tighter in the white 
pine and it will not pull loose with the usual 
strain of handling. 


Flocking 

Flocking is a term applied to the process 
of putting flock onto a painted or stenciled 
design. Flock is a fabric material made ot 
cotton, wool, or rayon and comes in several 
lengths. 

\nyone who can handle a paint brush and 
an air gun can make good use of this me 
dium. Besides using it on displays, cards 
and backgrounds, it is used on cardboard 
boxes and packages. The whole surface 
given a coat of flock and then printed ove: 
with a design or the name of the article. —\ 
good many wrapping papers and banners 
have an all-over design using flock as 
medium of decoration. It can be applied t 
glass, metal, wood, cardboard. cloth. oil 
cloth, ete 

lo start, we assume that vou already hay 
vour design and are ready to apply the floc! 
The surface to be flocked is first painte: 
using the same color synthetic paint for tl 
job as the color of the flock. This is fairl 
heavy to handle, but in order to make tl 


flock adhere to the surface it 1s necessal 
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to have the paint applied much thicker than 
if vou were merely painting the design. The 
paint may have to be thinned slightly tor a 
rough surface. Do not use too thin a coat 
of paint or you will have spots of the design 
that will not take the flock readily, making 
it look as if it were moth-eaten. Also, if 
vou let the paint set too long before apply 
ing the flock you will have the same trouble. 
The paint has to be applied evenly, but left 
thick enough so that the flock, when blown 
upon the paint, can embed itself far enough 
to hold it when dry, as the majority of the 
particles will stand on end. 

We also use the = silk screen process 
method in applying the paint. This de- 
posits the paint onto the surface evenly and 
is used in our production runs of displays 
In processing a design of several colors, you 
apply one color at a time, flock it and let it 
dry before applying the next color. 

The next step is actually to apply the 
flock. To do this “the easiest way” you will 
need a special gun which blows the flock out 
through a nozzle. In placing the flock in the 
jar ot the air gun, be very careful in han- 
dling it—don't reach in and get a handful 
and drop it into the cup, because in so doing 
you pack the flock together, making it very 
hard to loosen up so that it will blow 
evenly through the gun. It is best to sift the 
flock through a flour sifter into your air 
gun bottle. Use air pressure of about thirty- 
five pounds through the gun when spraying 
the flock. In spraying the flock onto the 
surface, the gun is held from 4 to 8 inches 
away from the design. To handle the gun, 
it is better to give it little short spurts ot 
air and cover the design completely as you 
go, than to give it a steady stream, or go 
back and forth over it several times. The 
gun will have a tendency to clog every once 
in a while, but can be cleared by holding 
a finger over the nozzle and pulling’ the 
trigger, or vou can take a small piece ot 
wire or nail and push the flock back. 

Before vou start spraying the flock, if you 
will lay clean papers over the floor, you can 
save all the flock that doesn’t adhere to the 
display and pour it back into the containe 
for re-use. The flocked piece can be jarred 
to knock some ot the surplus flock from it. 

Instead of using a synthetic paint in all 
instances tor flocking, common glue can be 
used and the color obtained by adding regu 
lar show-card color to the glue until it 1s 
approximately the color desired..Glue should 
be put on heavily and the flock applied in 
the same manner as described above. If an 
air gun is not available for flocking, it can 
be put on by hand in much the same man 
ner as smaltz or flitter is applied 

\bove we have given two or three “easier 
vays” to do the job and obtain a little better 
result without any amount of extra time o1 
extra work. We hope these “easier ways” 
vill help the boys in the display field in the 
same manner that thev have helped us to 
produce better displays—better to merchan 


lise the product 


Edwin Malone Reports 
Business Excellent 

Edwin Malone, who opened showrooms 
some three months ago under the firm name 
tf Erin Mannequin Company, 447 West 36t! 
street, New York City. reports an excellent 
summer's business 


DISPLAY WORLD 


THE Gulawt HAS PUT 








INTO THE 


SHOW WINDOWS 
OF AMERICA 


by making it possible to dramatize effectively 
any promotional idea. With the Cutawl you 
can give full play to your creative talents and 
make commanding displays quickly, easily and 
economically—displays which will turn lookers 


into buyers. 


Pay As You Earn 


If you wish, a small down payment will buy 
your Cutawl at once. The balance can be 
divided into convenient monthly payments 


easily made from increased profits. 


THE K9A CUTAWL SEND FOR INFORMATION TODAY 


INTERNATIONAL REGISTER CO. 


13 S. THROOP ST. CHICAGO, ILL. 


INTERNATIONAL REGISTER CO., 13 S. Throop St., Chicago, Ill. 


Please send me 


Name 
Address 


City 


Cutawl Catalog 


Easy Payment Terms 


Firm 


State W 
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There is an element of display in_ the 


doing work 


Country, 


paintings of Dugo, who is now 
and 


The sketch seen 


or Harper's Bazaar, Town 


Bonwit Teller, and others 


immediately above might well be a setting 


tor a surrealistic window, with 


in keeping 


Dugo’s international reputation for mod 
worked in 
Hun 
mar- 
\met 


His drawings have the 


rn art The artist himself has 
nearly all the 
birth, 


Irish girl, and now 1s an 


capitals of Europe, ts 


garian by Parisian in. traiming, 
ied to an 
can by preterence, 
being care 
light 


French” 


elatively rare characteristic ot 


essly careful in execution They are 
touch, with a leaning to “Eempiri 
design, and are strongly penciled tor em 
Probably the 


Dugo is his 


phasis most remarkable single 


thing about swift 


amazingly 


work in impressionistic drawing. He is now 


vith the Knickerbocker Studios, New York 
City 

\n interesting display used by R. H. Macy 
& Co. New York City, in connection with 
t promotion on modern turniture is illus 


Ri aie’ 3 





trated at the upper right of this page. Two 
panels framed a dressing table, each panel 
being cut away in the shape of a woman’s 
Shelves these 


aids. 


installed in 
On the opposite side of 


figure. spaces 
bore beauty 
the panel the feminine form was built up in 
half-round and clothed in old-fashioned un- 
dergarments, complete with pantalettes. The 
panels were made by Sue Williams Studio, 
New York City. Irving Eldredge is display 
director for Macy’s. 

Over in Australia the months of March, 
\pril, and May constitute the autumn sea- 
son. The two large photographs show how 
Rocklev M. McKenzie, director, 
Buckley & Nunn, Ltd., ushered in the season 
in Melbourne. The thirty-three 
windows in the frontage on Bourke 


display 


store has 
street, 
the city’s principal shopping center. The win- 
feet 6 inches in height, but 
from 8 feet by 

The 


dows are all 11 
the other 
5 feet to 15 feet by 10 feet. 
are changed twice weekly. 


dimensions vary 


windows 











The displays are self-explanatory so fat 
as construction and treatment are concerned 


The card copy for the two displays set off 


by the arches read: “Nature studies and 
color inspirations—Melon Green interwoven 
with corn. \ combination of restraint 


in its softness otf shade and 
purpose,” Chili 

vet strangely soft in all its brillianey. Set 
off by the For the card 


vet so alluring 
and “Seeing red—ves Red 


weaves of gold.” 


in the large single display the copy ran 
“Adam was tempted by an apple—but it 
might easily have been a grape; for the 


modern Eves, the grape is the inspiration tot 
the 1939 colors. Wines, light and dark, and 
Burgundy—sparkling in their lustrous rich 
ness of shade and beauty.” 


—Drawing at upper left by Dugo, Knicker- 
bocker Studios, New York City. . . . Upper 
right, a display for R. H. Macy & Co., New 
York City. ... At left and immediately above, 
two autumn windows by Rockley M. McKenzie, 
Buckley & Nunn, Ltd., Melbourne, Australia— 
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National Advertisers Warned 
On Poster Machine Display 


The Federal Alcohol Administration has 
announced that national advertisers using 
space in poster display machines in retail 
stores may be violating a federal statute. 
The point was brought out in a notice to 
distillers, in which the law was quoted as 
follows: 

“Section 5 (b) (4) of the Federal Alcohol 
\dministration act prohibits a manufacturer, 
importer, or wholesaler, directly or indirect- 
ly, trom inducing a retailer to purchase his 
products to the exclusion, in whole or in 
part, of the products of other persons sold 
or offered for sale in interstate commerce, 
under the conditions stated, by paying or 
crediting the retailer for any advertising dis 
play or distribution service. 

“The payments to the retailer, in the situ 
ation outlined above, flow trom various per- 
sons who purchase advertising space in the 
device, and might, therefore, be included in 
this provision of the statute, if they had the 
result prohibited thereby.” 





Annual Window Competition 
Held By South Bend Club 


The third annual window show sponsored 
by the merchant division, South Bend Asso 
ciation of Commerce, and the Northern In- 
diana Association of Display Men was held 
on the evening of September 14. First prize 
for the best window display entered in the 
city-wide competition consisted of $100) in 
cash. First, second, and third awards in 
each of five classifications were $25, $15, 
and $10 each, respectively. The results will 
be published in the October issue of DIS 
LAY WORLD. 

The following committee was selected by 
Frank G. Bingham, Robertson Brothers, 
president of the N. I. A. D. M., to choose the 
judges: Dan Ganger, chairman, Wyman’'s; 
Edward Basker, Ellsworth’s; Beryl Taylor, 
Sears Roebuck & Co., and Fred Hartman, 
J. C. Penney & Co. 


Miniature Skiing Scene 
Attracts Much Interest 

Harry Prochaska, president, Nalco, Inc., 
116 East 27th street, New York City, reports 
that a miniature skiing scene displayed at 
the recent International Association of Dis- 
play Men convention has resuMted in much 
interest being shown by = displaymen in 
Nalco’s winter display materials. This par 
ticular exhibit used the company’s “Snow 
Range” panorama, showing mountains in the 
background; on “Draptetec” snow heaps was 
poised a miniature cut-out figure of a man 
on skis. A valance of icicles completed 
the setting. 

Descriptive literature on Naleo's display 
materials may be obtained from the address 
given above. 


Fred Hatton Heads 
Bloch's Department 


Fred F. Hatton has accepted the position 
of display manager for Bloch’s Department 
Store, Thibodaux, La. He was formerly 
first assistant to John C. Miller, display 
advertising manager for Selber Brothers, 
Shreveport, La. 
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—Juisy NECKWEAR = Aen: 


Fairy Neckwear Forms 
are supplied with at 
tachments to fit stand 
ard display lixtures, or 
with individual, adjust 
able standards that 
permit adjustments 
ranging trom horizontal 


to vertical — as shown 


in this illustration 








Greatly increased sales ol je wwelry, scarfs, collars and other 
neckwear will result from the alluring, glamorous displays made 


possible with this new addition to the Fairy Form line. 


The gracetul, natural contour of Fairy Neckwear Forms with 
their rich, permanent colors, form a perlect, enriching bac kground 
that enhances the appearance of all displayed products. Leve 
appeal and practic al features are combined to make the Fairy 
Neckwear Form a “must” item in every display department. It 
has all the recognized Fairy Form qualities — durability, washa 
bility, light weight and daintiness. 

Fairy Neckwear Forms are surprisingly low in price. The six 
colors — Flesh, Gloss Black, Velvet Black. Satin Pink, Satin 
White and Glamour-Glo — present almost unlimited possibilities 


lor unusual, colorful display elects. 


SHOE FORM CO. Inc. AUBURN, N. Y. 


| SHOE FORM CO. Inc., Auburn, N. Y. Dept. DW-9 
| Gentlemen: Please send complete information 
| regarding the new Fairy Neckwear Form. 

| Name 

| Firm 

| Street 

| ( ity Mate 

| Gite sien 
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Combination Show Cards 


Phe Alms & Doepke Company, Cincinnati, ot hand and machine work. — Practically 
operates a rather unusual service for its every one carries an illustration of some 
customers—and in so doing, makes use of — kind, usually done in water colors by a card 
‘Show cards” in a very effective manner. writer or a girl from the advertising de- 
\lms & Doepke is located disadvantageously partment. The message itself is done on a 
trom a traffic standpoint, being a half-mile card writing machine. Where a hand sketch 
or so trom the main shopping district of the is not practical, photographs are clipped 
city \ccording, the company operates a from Harper's, Vogue, or similar publica- 
fleet of four busses from the store, around — tions and carefully pasted on with rubber 
the business district “loop,” and return. The cement. A brush is then used to shade the 
bus fare is 5 cents, tor which the Passengel sides of the clipping to conceal the line 
receives a ticket good for the same amount where it meets the card. 
when applied on a purchase at the store. The headline and sketch are considered 

\s a result, between 20,000) and 30,000 0 the most important parts of the card, and 
people use these busses each week. It is it is on these elements that emphasis is 
here that the cards come in. Each bus car placed. Each card requires some. thirty 
ries “show ecards” in the usual car card = minutes to produce, including hand and ma- 
manner, pointing out special sales promo chine work. 


tions, new merchandise, or any other item Th _ ee nen SE we 
: - C Use > a1e 4 « ge eve > a ee 
vhich the store desires to stress. Twenty ‘ SS caked 
, ; ‘1 , ; ; that is the maximum length of time they 
erent of T cards, typica examples ot . T1° 
I I are allowed to remain unchanged. This 

which are seen in the photograph, are re Scene State 2 nial aethaad Se salad 
hI time limit is greatly curtailed on the aver 
quare¢ tor each Dus. 
‘ age, however, as the cards are changed 


The cards themselves are a combination earlier whenever it is desirable to tie-in 


FOR SALE BY 


by 
KAYSER 


FOR SALE BY 


EEL LAD 
a 77% x 
: ' Soa ry WS Ss WE NZ SN 
NOT SSN TBR PARR RE_— SLES 
TANGA LNSNGF 7 “RS GSE SALSTAS 





with some particular sales promotion event 
or tor new merchandise. 

Practically all ot the cards have black 
lettering, except for the hand-lettered head 
Color is used proiusely for the illustrations 
The card stock itself varies, a number ot 
shades being used. One style of lettering 
is used throughout for a given promotion. 

Some of the manutacturers of merchandise 
sold by the store supply cards to be used 
in the busses. Two of these, featuring 
underwear and hosiery by Kayser, are illus 
trated. The sketches on the left of each ot 
these two cards are lithographs. 


L. F. Riesenbeck and F. D. Behrens, who 
have charge of the Alms & Doepke display 
department, have frequently tested the effec 
tiveness of these combination cards. In 
formal style shows, for example, have been 
advertised on many occasions only throug] 
the medium of these car cards, plus a win 
dow display announcement. In every case 
the response has been excellent, with the 
fashion shows drawing splendid attendance 
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ROMANCE AND BACK-TO-SCHOOL 
SHARE NEW YORK WINDOWS 
[Continued from page 7] 

n charge of interior display tor Altman's, 

lesigned the shop. 
In presenting school-bound tashions fot 


1 vounger set, Display Director Tom Han- 


lon of McCreery’s created three charming 
windows carried out in the manner of chil 
lren’s theatre settings or illustrations from 
juvenile story books. For the desired effect, 
three windows on the 34th street side were 
thrown into one and individually or as a 
vhole provided a welcome contrast to the 
stern realities of notebooks, slates, and pen 
ils in neighboring displays 

The center window shown here provided 
the focal point of the group for which all 
the “props” used were flat homosote cutouts 
painted like stage scenery and all construct 
ed in the store’s own workshop. The little 
schoolhouse on the pale blue background is 
painted the traditional red, shadowed = in 
darker tone for perspective. Lettered = in 
black over the white door is the rural title, 
‘District School No. 1." The school bell is 
perched atop a crooked treetrunk painted 
silvery gray 

Exaggerated sunflowers and _— colortul 
foliage along the rear wall are backed by a 
strip of green which continues the length ot 
the three windows In the two adjoining, 
several lavers of the tolage, spaced with 
little red-roofed cottages, form a bordet 
beside the path, separated trom it by a 
painted wooden stile. Along the simulated 
cobble stones on either side, child) manne 
quins on bieveles and roller skates, carrying 
books or a red apple tor teacher, converge 
toward the schoolhouse. Showeards in each 
of the three windows discuss the stvle and 
quality features of the merchandise, this one 
stressing the economy standpoint under. thi 
heading, “What Every Father Knows.” 

Classic simplicity was the theme for the 
presentation of men’s college fashions cat 
ried out in several windows at the Kresge 
Department Store, Newark, N. J Each 
window had as its dominant feature a blow 
up of a famous college campus or group ot 
buildings softly tinted in natural color. 

\ crumbling plaster column in mellowed 
ivory tone supplied the traditional college 
atmosphere—this mounted on a plateau of 
maroon painted wood which took the torm 
fa huge text book Pext books, luggage, 
and accessories were spaced with a casual 
iand here and there about the scene—all of 
the accessories keved to the bast color 
scheme of the featured suit and topcoat 


Wood grained paper formed an arch-like 


trame around the buff card on which was 
inscribed with masculine brevity, “Back to 
College with authentic Men's Fashions 
hosen by Esquire.” A_ particularly nice 
ighting effect was achieved with amber 
spots” creating the effect of afternoon sun 
ght striking across the background 


“Marketing Opportunities’ 
Published 


Marketing Opportunities — 1939, annual 
tblication of the Lithographers National 
ssociation, is just off the press. This year’s 
sue is published in four sections in order 
segregate material of similar character 
separate booklets which may be thus 
ndered more useful and usable 
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HOSIERY 
DISPLAYS 


Here's a displayer that has the necessary oomph for real hosiery selling. Anatomically 
correct, beautiful in its lines, it attracts instant favorable attention. Can be used in either 
horizontal or vertical position and can be removed entirely from its base. The leg forms are cast 
in genuine Rubberlite, thus assuring permanency. Complete with wooden base at $17.50. 


DURABLE DISPLAYS, INC. 


2010-18 S. Halsted St., CHICAGO 4 West 37th St.,. NEW YORK 
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Christmas Comes 
But Once a Year... 





WAVY) The beauty of RED COPPER dramat- 
XK) ically enriches this appealing group 
WEY of symbolic Christmas designs by 
KOO) SCHEUER. Merchandise glides into 
j sales on sled, reindeer and happy holi- 
day interest. (White enamel finish 
optional at no extra cost.) 


SCHEUER 
ART METAL MFG. CO. 
307 West 38th St. (at 8th Ave.), New York 


~ be i; | i) --but SCHEUER all year ‘round! 





1--Sled, 8“ high, 17 long 4--Reindeer, 26“ high, 
I “Candelabra, wived 

: “up: 5--Candelabra, wired for 3 

ay iden $2.90 eh electric bulbs, 36” high, 
’ 28" wide—$9.00 

1-2-3--Sled, 2 Reindeer 6--Christmas Tree, 30“ 

—$9.50 per set high, 18“ wide—$3.00 
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File Your Copies with this 


BINDER 


A Click and Magazines are Bound 
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No punching or marring of magazines 
necessary. A k and the magazine nd with a 
patented cor j 


Send check for $1.50 for each binder desired, $1.75 foreign. 
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Timely Display Ideas... 








—This center unit was designed for the effective dis- 

play of children's merchandise, although it can be 

used for many other purposes. It is built from fir 

plywood or wall board, with the cut-out figures done 
in brilliant colors— 


— | | y 
, ~ ) y 











—Here is an excellent setting for fur coats or gowns. The two side units are constructed 
of wall board or fir panel. These units can be rearranged in future displays. They are 
painted a pure white, with the background in Delft blue. The circular center piece is back- 
lighted, which casts a beautiful halo of light around the figure on the center platform. 
The cut-out lettering tells the latest Paris fashion trend—''The return to elegance'— 








By JAMES KILEY <= 














\ 
\ 


Nic€y 


“a 


—The very latest fashion theme, "The Hour Glass Silhouette,” is the dramatic feature of 
this display. The same idea could be used, also, for gowns or similar merchandise. The 
large hour glass has wood "turned" side pieces; the center is cut from heavy translucent 
material— 





TUM 


—This modernly designed unit serves for the display 
of all types of small merchandise and can be used for 


either window or ledge display— 


—> 


Dr wyMP Bp 
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Stationery Manufacturers 
Stage Display Contest 
More than $500 will be 
rizes for winning window displays entered 
n a contest being sponsored by the Paper 
Stationery & Tablet Manufacturers Associa- 
tion, Inc., 527 Fifth avenue, New York City. 
The windows must be installed in connection 
vith National Letter Writing week, Octo- 
ver 1-7. The has three divisions 
vith first, second, and third prizes of $100, 
$40, $30) in Department 
form 


offered in cash 


contest 


and each. stores 


one group, chain stores another, and 
stationers, drug stores and other retail es 
tablishments a third. Entry photographs 
nust reach the above address not later than 
October 20. Colorful 


to retailers without charge 


posters are available 


Speedway Adds 
New Turntable 


William B. Scace of the Display Motion 
Division, Speedway Manufacturing Com 
pany, 1834 South 52nd avenue, Cicero, I1L., 


las announced the addition of a new minia- 
turntable to the firm’s line of motion 
The unit is 3% inches high with a 


ture 
devices. 
4-inch diameter base; it makes three 
lutions per minute, supporting a maximum 
load ot 6 pounds. It is housed in a case of 
polished black Bakelite. The Speedway line 
4 motion mechanisms is very complete, in- 


revo- 


identally, ranging from a low-cost pen- 
lulum unit through twenty types of turn- 
tables in capacities from 5 to 500 pounds, 
to flea power motors for all speeds and 


currents. 


Hal Williams Leaves 
On Long Trip 

Hal Williams, who resigned recently as 
display director of B. Altman & Co., New 
York City, has left on a five-month vacation 
cruise. He is traveling via a “de luxe tramp 
steamer,” it is reported, which makes calls 
only at ports seldom visited by the average 
tourist. Upon his return to America he will 
join George Harrell, New York City, archi- 
tectural and industrial designer. 


New Quarters 
For Archway 

E. Stalberg 
Archway Supply Company to new and larger 
quarters at 616 Arch street, Philadelphia. 
\ considerably augmented stock of 
fixtures, display fixtures, and display mate- 


reports the removal of the 


store 


rials and accessories will be carried. 


New York School Offers 
Correspondence Course 

The New York School of Display, unde 
the direction of Polly Pettit, has announced 
the addition to the school’s curriculum of a 
and inte 


orrespondence course in window 


ior display. 


N. H. Defoe Joins 

Display Guild 
Formerly with Outdoor Advertising, Inc, 

New York City, N. H. 


ales manager for the 


become 
Display 


Defoe has 
promotion 


suild, of the same city. 
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SEND FOR YOUR FREE COPY TODAY . . 









The Reyburn Mfg. Co., Inc. 
Allegheny Ave. at 32nd St. 
Phila., Pa. 


Send at once my FREE copy of your Xmas catalog 





SIXTEEN PAGES OF 
CHRISTMAS 
DISPLAY LEADERS 



















To Help You Plan Name __ _ nie 
DISTINCTIVE Address 
HOLIDAY DISPLAYS City. State 




























BRICK---IN SHEETS 


RED BRICK — WHITEWASH BRICK 


Looks and Feels Like Genuine Brick 


SHEET SIZES—4'x8' and 4x10’ 
Easily and Quickly Nailed in Place 


authentic 







The perfect medium for creating 
effects for model home: 


displays. 





window anda interior 





Same brick reproduction as selected by the 
New York World's Foir for the exterior of Inde 
pendence Hall. 

ASK YOUR JOBBER FOR SAMPLES OR WRITE TO 


TIMBERTONE DECORATIVE CO., Inc. 
211 EAST 45TH STREET, NEW YORK, N. Y. 
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OUR PLATFORM 


1. The Development of Window Display Adver- 
tising. 

2. More Display Cooperation by Manufacturer 
and Merchant. 

3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession 
and Industry. 

5. Appreciation of Display's Power in Merchan- 
dising. 

6. Absolute Independence of Our Editorial 
Columns. 


VOL. XXXV__—- SEPTEMBER, 1939 ~— No. 3 


War Descends 
On Europe 

Once more the black pall of war has 
fallen and peace in Europe has been literally 
“blacked out.” Once more major nations 
are locked in bitter combat, with millions 
of men facing maiming, destruction of all 
their possessions, and death. Far from the 
battle lines their women and children face 
the same fate, for modern warfare is not 
selective of its victims and children and the 
aged die as easily under the crash of ex- 
ploding bombs as the young men who have, 
heretofore, been the principal sacrifices of 
fered to the gods of war. 

It is utterly futile, of course, to attempt 
to depict the horrors of war as waged by 
modern “civilization.” Even the necessity 
of recognizing it editorially seems terribly 
useless; there is the same sensation expe 
rienced in a horrible nightmare when one 
seems helpless to move a hand to avert a 
threatened danger—except that this time the 
danger is an actual fact. It is difficult to 
realize, here in peaceful America, that else 
where men have dropped their plowshares 
and have taken up the sword; that men with 
no personal grievance against each other 
are seeking to take each other's life. 

The stupidity and uselessness of it all 
is perhaps the most disheartening factor 
about such a war. No country ever wins a 
war; it is simply a wasting disease that 
affects friend andl enemy alike, so that it 
is difficult to tell conqueror and conquered 
when the end is finally reached. 

\s to America’s position among the wat 
ring nations, let it be hoped that she can 
maintain neutralitvy—even though, as Presi 
dent Roosevelt mentioned in his recent radio 
address, it is impossible to be neutral in 
personal thought. There is no doubt as to 


the sentiment of this nation and the = side 
to which its sympathy is extended. After 
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watching an egomaniac plunge much ot the 
world into war, only one verdict could pos- 
sibly be rendered. If, in spite of that feel- 
ing, this nation can avoid the entangling 
tentacles which modern war spreads in vari- 
ous guises, we will all have much tor which 
to be eternally thankful. 


The |. A. D. M. Appoints 
A New Secretary 


Acting upon the recommendation of Jos- 
eph McCann, president of the International 
Association of Display Men, the organiza- 
tion’s board of directors has appointed John 
L. King executive secretary of the |. A. 
D. M, as predicted in the August issue of 
DISPLAY WORLD. 

King is well known to many displaymen, 
having served as chairman of the publicity 
committee of the National Capital Display 
Club when that organization played host 
to the I. A. D. M. in 1938.) For a time he 
was secretary of the local group, and was 
later elected to the presidency of the club, 
which office he -still holds. His work on 
behalf of the Washington group has been 
very capably performed and he should make 
the I. A. D. M. an efficient, hard-working, 
loyal executive secretary. 

Elsewhere in this issue King outlines 
something of his plans for the association. 
It is to be hoped that he will be outstand- 
ingly successful, for display needs a central 
organization. But those who have tollowed 
the affairs of the I. A. D. M. for any length 
of time know that he faces a most difficult 
task. It would be a splendid gesture, and 
a tremendous encouragement to the new 
president and secretary, if leading display- 
men everywhere would volunteer to be ot 
all possible assistance in building up— the 
national association 


"Occupational Disease" 
For Displaymen? 

One of the subiects most frequently 
brought up when displaymen get together is, 
of course, the status of triends in the field. 
It was very noticeable in different group 
conversations at the recent convention of the 
International Association of Display Men in 
New York City that when the talk turned 
to various individuals the remark was often 
made: “He's just recovering from a nervous 
breakdown.” 

There can be little question but that in 
the majority of retail stores, and particu- 
larly in the department store field, display 
hours are long and arduous and impose a 
terrific strain on the one in authority. Dead- 
lines to meet are nerve-wracking enough 
when anticipated well in advance, but last- 
minute decisions and changes of plan- on 
the part of store management are far worse. 

\ relatively few firms recognize the na- 
ture of the displayman’s job and = attempt 
to provide leisure time to make up for the 
many oceasions when he works into” the 
small hours of the morning in’ order” to 
“break” a series of promotion windows at 
the proper time. But in all too many in- 
stances, promotion follows promotion in a 
never-ending procession and there simply 
isn't enough time in the day to take care 
of all the tasks which face the displayman. 
No one con possibly do consistently top- 
notch work under such circumstances. 
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Isn't it high time that some solution t 
this problem be worked out by the individu: 
stores concerned? Better display would re 
sult, not to mention better health and eff 
ciency tor the harried displayman. 


Fashion Returns To Elegance, 
And Display Follows Suit 


A couple of years ago display went whol 
heartedly baroque in response to a simila 
trend in fashions. Victorian scrolls an 
rococco designs reigned supreme in reta: 
windows of the nation, offering a relievin; 
touch to the ultra-simple settings which ha 
been the vogue for the past several yea 

Now, if we are to believe the dictators «© 
style, the feminine element of the populatico; 
is returning to corsets and the “hour glass 
silhouette.” Apparently this will) mean 
resurrection of the plaster scrolls) whic! 
have been gathering dust in display. store 
rooms, and a host of display settings remi 
niscent of Floradora and the corresponding 
period. 

Such changes are good for display, if only 
in giving the displayman a “change of scene 
and a new subject with which to work 
Swinging into a new. style display temp. 
stimulates the imagination, freshens the ap 
pearance of the windows, and brings mor 
customers into the store. 


Schack Flower Company 
Has New Owner 

Although the change in ownership came 
about on June 15, it has not been fully 
known by the display field that Morris Gold 
berg has purchased the Schack Artificial 
Flower Company, 319 West Van Buren 
street, Chicago. Goldberg, who has been 
manufacturing flowers and leaves for the 
decorative jobbing trade for the past thirts 
five vears, succeeds William Wolf, who has 
retired. 

Joseph Schack is again associated wit! 
this company, which he organized over fifty 
years ago. A new art department, headed 
by William Greig, has also been installed 
The firm is now making practically all ot 
its requirements in its own plant. 


General Display Issues 
Interesting Booklet 

Entitled “Display Sketches,” a new book 
let has just been released by General Dis 
play Corporation, 1429 Carew Tower, Cin 
cinnati. Ten autumn and Christmas win 
dow installations are illustrated, complet 
with backgrounds, fixtures, etc. Complete 
instructions for installation are given; in 
addition, a full line of display fixtures ts 
shown. A limited number of the booklets 
are available to displaymen who request 
them on their firm's letterhead. General 
Display Corporation recently moved to new 
and larger quarters at the above-mentioned 
address, which includes a beautifully deco 
rated showroom. Merril Hermanson and 
Junius Fisher head the organization. 


Gorman Display Manager 
For New May Unit 


Sid Gorman, who has been with The Ma 
Company's store in downtown Los Angeles 
has been selected as display manager to 
the firm's new store on Wilshire boulevar: 
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—One of the first window display tie-ups with 
the "Wizard of Oz" motion picture is seen 
above, done by R. R. Jericho, The Boston Store, 
Chicago. The Tin Woodman is 54 inches high, 
carved in bas-relief, and animated. The center 
panel is 8 by 4 feet, with a dark blue velour 
background on which is painted a scene from 
Munchkin Land. The Emerald Coach and purple 
horses are carved in bas-relief and mounted on 
the panel. The ‘Wizard of Orz,'' of course, was 
written by L. Frank Baum, founder of the Inter- 
national Association of Display Men, and for- 
merly editor of Merchants Record and Show 
Window. W. L. Stensgaard & Associates, Inc., 
Chicago, has been granted the "Oz" display 
rights by the picture's producers— 


REMEMBER RETAIL PROBLEMS 
WHEN PLANNING DISPLAYS 
[Continued from page 26] 
cult problem in the department store inte- 

rior display of towels. 

4. So much of the display material sup- 
plied to stores is often confined to a limited 
use. Cannon's material covers a multitude 
of retail display needs. 

5. The keynote of these new displays is 
to sell the complete towel ensemble idea to 
shoppers, and one of the newest features of 
these nooks is the bath mat ledge. Hitherto 
it has been difficult to display bath mats 
well with a towel ensemble. With this dis- 
play material, it becomes easy and con 
venient. 


Specialty Meeting 
Held By S-W 
During the week of September 5, E. W. 
Windsor conducted at Cleveland a meeting 
ot Sherwin-Williams representatives about 
to take the field to specialize in graphic arts 
finishes. This is a further step in line with the 
company’s new. specialization program, it 


is said, freeing the regular territorial rep- 
resentatives for the paint and varnish lines 
and painter work. Assisting Windsor in the 
new graphic arts set-up are FE. B. Fitch and 
Bert Zahn. A completely specialized or- 
ganization was put into the field by Sher- 
vin-Williams as of September 1. 


George M. Allen Wins 
Gossard Contest 

First prize of $150 in the H. W. Gossard 
isplay contest recently concluded has been 
‘warded to George M. Allen, Castner-Knott 
ompany, Nashville. 
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Send for a Kling-Tite 
on a FREE TRIAL basis 
and prove its worth! 


o 


Li Sy 





Y OUR FALL DISPLAYS will 

be installed quicker, with 
less effort, and will have that 
cdded touch of neatness and 
craftsmanship—if you will in- 
stall them with the Kling-Tite 
One-Hand Tacker. 


Why waste time with obso- 
lete tools, when you can use 
this modern device that gets 
up displays so rapidly you 
have much more time for plan- 
ning? Ask any of the thou- 
sands of display men using 
Kling-Tite. They will tell you 
it is indispensable! 


A.L.HANSEN MFG.C 













5041 Ravenswood Ave. CHICAGO. ILL. 








Erroneous Credit 


For Display The Fountain Air Brush 


On page 18 of the August issue of DIS- The AirBrush of the Particular Artist 
PLAY WORLD a hunting equipment win- 


dow display was erroneously credited to 
Samuel Disston, New York City. In reality 
it was the creation of Carl V. Haecker, 
Montgomery Ward & Co., Chicago. The 
error was due to the fact that the judges of 
the International Association of Display 
Men photograph contest, held in New York 





A NEW AIR BRUSH FOR 
THE DISPLAYMAN 
ee a ; Easy to handle and keep in order. 
City in June, awarded the same display an Send for Catalog No. 52D 


honorable mention and credited it to Disston. . 
THAYER & CHANDLER 
910 W. Van Buren St. Chicago, III. 














specializing exclusively in 


—VELVETEENS— “Serving the Display Profession” 


36-inch attractively priced, permitting their Distinctive Display Equipment and Novelties 
unrestricted use for all branches of display. 


— NAT SIEGEL 
—RAKO-SEAL— 39 W. 37th St. New York City 


Bet. 5th and 6th Ave. Phone Wi 7-8485 
a lustrous plush at an unusual price 


ooo aease ae TRANSPARENT MIRROR 
5. C. SIEGELMAN ce. Inc. One-Year Written Guarantee 


On & Off, Dual, Third Dimension, Convex, Con 




















11 East 22nd St. New York, N. Y. cave, Globes, Flat. Any size, shape, or density 
Transparent Mirror Corp. of America 
105-7 LORIMER ST. BROOKLYN, N. Y. 
METAL STAMPINGS 
For the display trade, including shoe, tops with USE THE 
cross pieces, pedestals, shirt easels, ete Also 
equipped to make your special metal jobs at OPPORTUNITY EXCHANGE 
attractive prices For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
Address “MODERN,” BOX 1101 DISPLAY EQUIPMENT FOR SALE 
Care DISPLAY WORLD, 175 Sth Ave., N. Y. C. REPRESENTATIVES WANTED 














$2.00 Per Column Inch — CASH WITH ORDER 
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More Tricks With Bulbs 





“LIGHTED BULB ON BULB” 


THE LIGHT BULB CROCUS 

















of green Peseta sd aper 
2 eee 
=> rubber band 
Porcelain 4 25 Watt colored 
dye G-E MAZDA Lamp 
(Use all colors) 





LIGHT BULB ON POP BOTTLE 


















10 Watt CLEAR 
GE. LAMP 
MATERIALS AND INSTRUCTIONS SOLDER 
DRILL HOLE IN 
TOP OF 25 Wan ONE WIRE 
1 Wrap crepe 
poses. asl ond LAMP TORASE OF 
2h socket then lO WATT LAMP 
be ———__—— /2" | plece rubber band AND ONE TO 
Over Crepe on RUN Z SMALL BRASS SHELL 
Section cut from = Socket WIRES THROUGH 
OLD 25 Wart LITE 
LAMP BAKE 


RECEPTACLE 
DRILL SMALL HOLE 
IN CENTER FOR WIRE 


LIGHT BULB ON GLASS 


—_—~~ 
15 OR ZS WATT 











~ ‘\- PLATE GLASS 
: Z0” WIDE 


GENERAL ELECTRIGQ— “or IS“HtoM 
15 Warr LAMP MAZDA a | 
por Borne pp te yn peony LAMP SOCKET MOUNTEO 
Tinr ou Top oF gerrLE =< oe 
BULB IN FISH BOWL cor aap cuss Oven Five WIRES ARE SOLDERED VERY FINE WIDDEN IN 
ceMeRanARet Bb wT Te GASE oF LAMP WIRE GED “it - BASE 
MAGNET COLORED BULB HOLES DRULED TO EDGE £ 





=| wikes THROUGH GLASS — 





(use sogi 
r < ran Moms SAND SILIC. an, 





OF PLATE - 






FISH BOWL . a » /] USE A SMALL WeODEN BOX ABOUT 10 Im. 







SAND 
AND SBA 
SHELLS 


“LIGHTED BULB ON “COTTON” 


THE “COTTON” IS REALLY SHREDDED 


THE TWO SHEETS OF BURLAP ALLOW THE WIRES 


WIRES CAREFULLY | 
SOLDERED TO BASE 
ASBESTOS, AND HELPS TO HIDE THE WIRE = Two LAYERS 
AND KEEPS THE BULB FROM ROLLING OFF THE GLASS, OF BURLAP 


LONG AND 3 ity. DEEP FOR THIS iLusion 
SAUD SHOULD BE FILLED M BOX To 
COVER SOCKETS AND WiRing-OcTTLE 
SHOULD BE PLACED Ow TOP OF 4AN8 


| POST OR 
PARTITION 


SHREODED PLATE 
ASBESTOS / GLASS 

























IX < 


WOOD SUPPORTS 


HOLES IN BOTTOM OF 
BLOCK FOR WIRE 





t WIPES 
TO BE CONCEALED, AND AT THE SAME TIME “Nos HIDDEN 
PERMIT FULL VISION FROM ABOVE AND BELOW 
THE GLASS, THE BURLAP IS CUTAND PULLED Oo seaaie gy “ap 
OUT ALONG THE EDGE SO ASTO MAKE IT 
LOOK LIKE ONE LAYER OF MATERIAL. WHISKY 
GREEN MAGNET WIRES RUN BETWEEN 7 es 
THE LAYERS OF BURLAP. = 
a“ SMALL GLASS TANK 
“LIGHTED BULB IN WATER sacanenaraeeaiaiewaes —— 
1. INTO THE TANK, WIRED AS SHOWN, PUT ABOUT FOUR INCHES 
OF A SATURATED ZINC CRLORIOE SOLUTION. 7 
2.ON THIS LAYER FLOAT ABOUT THREE INCHES OF A MIXTURE WATER WITH A 


OF 1 PART OF CARBON TETRACHLORIDE AND 3 PARTS OF GASOLINE, 
EXPERIMENT WILL BE NECESSARY To DETERMINE THE 
RIGHT AMOUNT SO THAT THIS LAYER WILL BE LIGHTER 
THAN THE ZINC CHLORIDE SOLUTION BUT HEAVIER 
THAN THE TOP LAYER OF WATER, 

3, THEN FLOAT O—N ABOUT FIVE INCHES OF WATER IN WHICH 
A PINCH OR TWO OF TABLE SALT HAS BEEN DISSOLVED, 
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PINCH OF TABLE 
SALT 


1 PART CARBON 
TETRACHLORIDE. 
SPARTS GASOLINE 


— LEAD 
4. SOLDER TWO PIECES OF FINE FUSE WIRE TOBASEOF | dil Lymer GHGS | SATURATED SOUTION 
LAMP AS INDICATED, ONE To CENTER CONTACT AND ie ‘ H E 
THE OTHER TO BRASS SHELL, (Gedeachs met y AND WATER 


&, BE SURE LAMP FLOATS AS SHOWN IN DRAWING / 











110 to 120 VOLTS 
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Glass As A Display Medium 


By FRANK SOHN 
Libbey-Owens-Ford Glass Company, Toledo 


[he origin of glass making is lost in 
intiquity, yet most of the progress in this 


held has been made in the twentieth cen- 
tury. This is especially true of flat glass 
which, until about twenty-five years ago, 


vas never made actually flat but had to be 
Hattened as nearly as possible in a secon- 
lary process. 

Since the making of precisely flat glass 
became an accomplished fact, developments 
which increased the variety of its uses have 
come along rapidly. Color and directional 
patterns have been introduced. Plate glass 
can be made extremely tough and resistant 
to thermal shock by tempering, and bent into 
curves and other shapes. It made 
either transparent, opaque, or translucent 

1 a wide range of colors. 


can be 


These developments have made _ possible 
countless new uses of glass as a decorative 
medium and increased its value and effec- 
tiveness for merchandise display. 

While familiar with the ex- 
tensive use which has already been made of 
glass for display stands in 
new heights of fantasy have been attained 
recent years. A limitless number of ar- 
rangements is possible through combinations 
ot shelves and upright supporting members 
of glass. Through the use of a heat-tem- 
pered plate glass which has great strength 
and high resistance to breakage, many kinds 
of stands can now be made which would not 


everyone is 


show windows, 


have been safe before. 

With the introduction of curved shapes 1t 
is possible to make an entire stand out of 
i single piece of glass by bending it to form 
a “U” or “S.” While clear glass is most 
otten used for this purpose, some patterns, 
“louvrex,” “flutex,” 
to advantage because of their 


“reedex,” 
lines 


such as and 
ippear 
and textures. 

[he use of colored plate glass opens up a 
new prospect because the appearance of 
merchandise can be enhanced by being dis- 
stand of its comple- 
Combinations of flat glass 


plaved on a shelf or 
mentary color. 
vith glass tubing or solid rods give interest- 
ng effects, and glass can also be tised to ad- 
vantage in combination with wood and vari 
us kinds ot metal. 

\s accessories or backgrounds for dis- 


lays, the various types of figured glass 


used singly or in combinations in 
vhich the 


ecorative. 


can be 
contrasting patterns are highly 
When silvered on the back they 


ake on still another character that can be 
sed effectively 
The possibilities of plate glass mirrors 


now 
appreciated. Striking ar 
obtained by actually 
onstructing only half of a display, set di 
ectly against a mirror to complete the 
tfect of the other half. Or only one-quarter 
f a display need be constructed if backed 
'’ two mirrors set at right angles, thus 
iving the effect of an entire display and 
iaking the part actually constructed appear 
large. Mirrored floors and 


connection with displays are only 
eginning to be 


ingements can be 


our times as 


ceilings also fit into the picture in some 
instances. 

There is an element of magic about 
mirror effects that makes them highly at- 


tractive to the public. We recently used a 
device in a bathroom display for one of our 
jobbers, in which mirror walls were set in 
the middle of a bathtub on one side of the 
space and in a lavoratory on the other side, 
the mirror completing the fixtures and 
doubling the walls on either side of them. 


Colored plate glass for mirrors is also 
available now and may be had in green, 
peach, gold, and three tints of blue, pro- 


ducing glamorous colors when ordinary sil 
vering is applied. Little imagination is re 
quired to see that a great variety of novel 
mirror combinations can 
to appreciate the attention-arresting charac 


be worked up, of 


ter which they have. 

Some of the displays in the smartest 
stores, and many of the exhibits of the fairs 
in New York and San Francisco reflect 
innovations of the Paris Exposition of 1937 
One of the ideas there introduced, and since 
adopted on a wide scale, is to have several 
plates of glass with spaces between which 
extend out from the wall. On the surface of 
the front plate is attached the piece of mer 
chandise displayed with a line of lettering 
On the next plate 
appears a pictorial line drawing in color o1 
a cutout from a photo-montage further illus 
trating the article on display. The third 
piece of plate glass carries the legend, 
trade-mark, or some other portion of the 
composition. Such a display acquires depth 
and perspective and gives the spectator the 


set in relief on the glass 


impression of viewing an architectural en 
semble in various degrees of relief 

By using superimposed lights of glass in 
different and different shapes—such 
circle extending partly in back of a 
and having the various elements 


colors 
as a 
rectangle 
of the poster disposed on the different pieces 


of glass, an endless variety of effects is 
possible. 

Several of New York's” Fifth avenue 
stores, leaders in the field of window dis 


play, have worked out a method of showing 


a series of interiors based on an exhibit 
which appeared in the Pavilion of the Press 
at the Paris Exposition. The interior effects 
using as 
five or behind the 


other, and painting the different parts of the 


are cleverly executed by many as 


six plates of glass, one 
room, its details and occupants on the differ 
ent lavers of glass. The effect is that of 
the full depth of the room in perspective 
When the 


to the various types of glass available, an 


decorative processes are added 
other extensive prospect for originality and 
ingenuity in window 
Add the varied effects obtainable with light 
ing and it is readily apparent that the possi 
bilities are infinite 
Mirrors with painted 
blasted figures either lightly 
surface or carved in heavy relief, designs in 


display is opened up 


decorations, sand 


shaded on the 


metallic leaf work and stippling can effe« 
[Continued on page 17] 
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MITTEN DISPLAY LETTERS 


REDLANDS + CALIFORNIA 


MILEO 


MANNEQUINS 


chosen by the better stores 


—— FACES of distinction; 
When you charming, sophisticated. 
are in New | FIGURES CORRECTLY PRO- 
York for the | PORTIONED to display all new 
World’s Fair, | @ress and coat styles. 
be sure to | 1m Standing and flexible effects, 
wissen including the new “action” poses. 


Write for photographs 


7 West 36th St., feo 'Y 





natural, 








WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baltimore, Md. 














Please Mention DISPLAY WORLD 
When Writing Advettisers 
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Point-of-Sale Gallery... 


OF NATIONAL DISPLAYS === 


av wears 





—The Merchants whiskey dis- 
play and side cards stresses 
the slogan ‘The Spirit to 
Serve." Produced by Conti- 
nental Lithograph Corporo- 
tion, Cleveland, for Mer 
chants Distilling Corporation 
Terre Haute. The agency 
Palmer Associates, Inc., New 
York City— 
—Plastic is used extensively 
in the new display unit for 
Amity Leather Products Com. 
pany, West Bend, Wis., fea- 
turing LaGarde billfolds and 
accessory items. The back 
of the display rack is a mir- 
ror. Produced by Van Dyke 
Products Company, Milwau- 
kee— 
—This attractive counter dis- 
play for San Felice cigars 
includes a ‘Humi-Jar'’ as an 
integral part of the unit and 
the prospect is invited to 
“help himself.’ Produced for 
Deisel-Wemmer-Gilbert Cor- 
poration, Detroit, by Forbes 
Lithograph Company, Bos- 
ton— 
—The well-known name of 
Eveready is assured front-line 
position on dealer counters 
through this clever display. 
The lithographed card _ is 
made so that eight samples 
can be displayed. Created 
in collaboration with the ad- 
vertising department of No- 
tional Carbon Company, 
New York City, and pro- 
duced by Forbes— 

—The dyed-swatch sample 
board of the Rit Products 
Company is a vital part of 
the firm's selling plan. For- 
merly subjected to constant 
handling for matching pur- 
poses and consequently short- 
lived, the card now uses 
twenty-nine die-cut holes; the 
face sheet is laminated over 
its entire surface, thus cre- 
ating twenty-nine transpar- 
ent windows, and is then 
pasted over the board bear- 
ing the swatches. These 
swatches are protected 
against soiling by Lamcote 
(Arvey Corporation, Chi- 
cago). 

—The Ruppert beer disploy 
is done in nine brilliant col- 
ors and contains only six 
words for easy reading. Col- 
ored counter cards and ac- 
tual merchandise complete 
the window. Produced by 

Continental— 
—Created by A. E. Boe- 
deker, Goodyear art direc- 
tor, the tire display is one 
of a series of twelve pro- 
vided for dealers during the 
year. Produced by Superior 
Printing & Lithographing 
Company, Akron— 











SEPTEMBER, 1939 


DISPLAY WORLD 


John L. King Appointed 


fb A.D.M. 


i King, Washington, 
plavman, has been agypointed by 
McCann, president of the International As- 
sociation of Display Men, as executive sec 
retary of the I. A. D. M. The appointment 
has been confirmed by the 
King will continue his 


CC. dis- 


Joseph 


John L. 


organization's 
board of directors. 
display work as assistant to McCann at 5. 
Kann Sons’ Company, Washington, and will 





John L. King 


receive the sum of $1,500 for his part-time 
with the I. A. D. M. until the 1940 


The position had formerly been 


duties 
convention. 
a full-time job at an annual salary of $3,000. 

The national 
St. Louts aiter the 


headquarters, moved trom 
New York City conven 
tion late in June, are now located at the 
Merchants and Manufacturers Association, 
402 Evening Star building, Washington, D.C. 

In a formal statement to members of the 
I. A. D. M., McCann has the 
say: 

“May I take this opportunity to thank you 
for the honor that you have 


following to 


most cordially 
in electing me as your 
T am indeed 
will do 


conterred upon me 
president for the coming year. 
most Your 
all in their power to make this one of the 
most successful vears in our history. We 
shall need your help. You have never tailed 
May we 


eratetul. new officers 


us in the past. look tor your con 
tinued support ? 
“It shall be my 


concern as well as. ot 


membet 


vour officers to encourage every 

of the association to see to it that any 1n- 
debtedness they may have with the national 
hody is cleared at an early date. It your 


membership has fallen in arrears, we shall 
deeply appreciate receiving word from you 
It is 
per 


as to when payments may be expected. 

our sincere desire that there be a 100 
cent paid-up membership within the next 
few weeks, so that we may begin the work 
allotted to us. I 
vour immediate attention to this question of 


know we may count on 
membership dues. 
“Now that the national headquarters ar 


Secretary 


located in Washington, | hope that our mem 
bership will avail themselves of the oppor- 


tunity that having a representative here in 


the nation’s capital affords them. Various 


departments of the federal government have 


here in Washington tacilities for research 


or analyzation or statistics covering about 


anything that a displayman in his wildest 


moments of curiosity could want to know 
Most of this information is free. 
“The plan that we are starting to put 


save the I. A 
made 


into operation will probably 
ID). M. about $3,000. 

to a extent by 
headquarters in 
saving | 


This is possible 
national 
Due to this 


possible to 


having 
Washington 
hope that it 
reduce the 


ereat our 


will be 


cost of exhibit space for ow 


next convention.” 

The new secretary follows with a. state 
ment of his own: 

“Many thanks to the officers and directors 


ot the I. A. D. M 


me as managing director. 


for having approved ot 


“Tam anxious to hear from the president 


ot every local club. The ink is not dry vet 


on 1,000) new application-for-membership 


blanks, but write for them and you shall 
receive. 

“IT believe that there is no displayman 
who can not use to advantage the experience, 
if not the talents, of other displaymen \s 
an organization of good fellows, the [ A 


I). M. is anxious to assist with kind 
of display problem, and so I shall stick my 
neck out and ‘Let us 
lems. Don't delay! Send them in today.’ 
No, definitely, I do not 


as one who is capable ot 


any 


say, have your prob 


recommend myself 
solving all kinds 
of problems encountered in the display field 
from budgets to color harmony, fluorescent 
lighting to motion displays, draping, ladies’ 
wear, men’s wear, background construction, 
three-dimensional 


surrealism, displays, o1 


any other complex intricacy of the profes 


sion. However, it is possible for me to con 
tact the foremost displaymen of this country 
for the displayman who needs help on some 


problem 


“All of this leads back to the question 
are you a member of the I. A. D. M It 
not, why not? The dues are only $5 a 
vear 

‘To those who have never been members 
it is worth a $5 investment on the part ot 
your employer or even out of your own 
pocket. You don't have to go to all ot 
the conventions to benefit from the I. A 
D. M 

“Those who have been dropped from oun 


mailing list because of failure to pay dues 
surprised at. the 
vigor with which the I. A. D. M. is torging 


ahead. 


will be agreeably renewed 


“T want to know who were the members 
ot those groups at the convention who had 
ideas to advance on what is good tor the 
I. A. D. M. I want those ideas. We can 
not put every idea into use at once, but we 
can use every good idea. Let us hear from 
vou, fellows. Remember that the national 


headquarters is a melting pot for displays 


and display is yours, so give, brothers, give 





43 








Composition Plaster 
Display items 
Head illustrated 13'4” high 
Price 82.00 Each 
Write for information on other 
items available— 

Also Special Designs Modelled to 
Your Individual Order 


Hugo H. Bietz Displays 
437 W. Main St. Ravenna, Ohio 
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Goodman New Balloon Sleeve Form |= 
Patent No. 1,808,459 
Where To Use Them. . . “EVERYWHERE” |} 
1. Men's suits, drapes, topcoats, robes — $3.00 | 
New Balloon for men's & Palm Beach 3.25 ad 
Women's jackets. coats, sportswear 2.50 
wi} 4. Boys’ suits. coats. robes. sweaters 2.50 |% 
a GUARANTEED TURNTABLES $7.30-—$50.00 ~ 
i) JOBBERS e) 
+ Write for Sample for Show Room! |= 
| Flexible 
a GOODMAN Sleeve Form COMPANY S 
makers of the famous 
Z| Goodman Patent Sleeve Forms Motion 
ca 19 West Mth St., New York, N. Y > 
2 Distributors Wanted a 





Holywood 


@> ARTIFICIAL 
FLOWER CO. 


1970 CAHUENGA BLVD. 
HOLLYWOOD 
CALIFORNIA 


“HAFCO” 


CREATIONS 


COMPLETE FLORAL DECORATIONS 
FOR ALL PURPOSES x x * 








Presenting The New 
SYNCHROME 
and 

HEXCHROME 

tor attention compelling 

COLOR-IN-MOTION Lighting 

SEE YOUR DEALER 

GOLDE MANUFACTURING CO. 
1214 W. Madison St., Chicago, Ill. 


ePlease Mention DISPLAY WORLD 
When Writing Advertisers 























THE 
‘“TEXTURITE”’ 


Line of Plastics, 


Metallics and Boards 


Will Be Featured by These 
Progressive Display Material 
Houses in Their Christmas Line 


See It in Their Showrooms or 
Ask Their Salesman To 
Show It To You 


NEW ENGLAND 

New England Decorators Supply Co., 262 

Devonshire St., Boston, Mass 
EAST 

Arrew Decorating & Fixture Co., 19S. Fourth 
St., Philadelphia, Pa 

Modern Displays, 1232 14th St., Washington, 
D: . 


Samuel C. Dutch & Son, 487 Washington St., 
Buffalo, N. Y 

DeWeese Display Equipment Co., 132 Sev 
enth St., Pittsburgh, Pa. 

Frank D. Maxwell Corp., 240 West 40th St., 
New York, N. Y 

Advance Displays, Inc., 1020 Arch St., Phila 
delphia, Pa 

The Display Center, 718 Chestnut St., Phila 
delphia, Pa 

Lewis Display Materials Co., 5 West 36th 
St., New York, N. Y 

SOUTH 

Midwest Display Equipment Co., 2310 Locust 
Blivd., St. Louis, Mo 

Becker Sign Supply Company, 314 \. Eutaw 
St., Baltimore, Md. 

Samuel C. Dutch & Son, 227 Shoreland Ar 
cade, Miami, Fla. 

Forsythe Display Service, 413 Abe C. Levi 
Bidg., Louisville, Ky 

SOUTHWEST 

Marshall E. Moody, 411 S. Ervay St., Dallas, 
exas 

Southern Importers & Exporters, Fannin 
Bldg., 2nd Floor, Houston, Texas 

MIDDLE WEST 

Superior Textile & Display Co., 2132 East 
9th St., Cleveland, Ohio 

Mutual Sales Co., Whitney Power Block, 
Cleveland, Ohio 

Display Paper Products Co., 608 W. Lake St., 
Chicago, 

Earl W. Gasthoff Co., 112 N. Hazel St., Dan 
ville, Ill 

General Display Corp., Carew Tower, Cin 
cinnati, Ohio 

Display Creations, Inc., 1322 Broadway, De 
troit, Mich. 

Ad'er-Jones, 521 S. Wabash Ave., Chicago, 
Illinois 

NORTHWESI1 

L. E. Hier Display Equipment Co., 9 North 
Fourth St., Minneapolis, Minn 

Oltmann’s, 1415 Douglas St., Omaha, Neb 

PACIFIC COAST 

Bert A. Landers, Inc., 823 S. Los Angeles 
St., Los Angeles, Calif 

Bert A. Landers, Inc., 930 Terminal Sales 
Bldg., Seattle, Wash 

Walter W. Martin, 1646 Arapahoe St., 2nd 
floor, Denver, Colo 

CANADA 

Multi Products Co., 4661 Park Ave Mon 

treal, Canada 


J. M. GORDON & CO. 


Manufacturers, Converters, Distributors 


189 Greene St. New York, N. Y. 





Have You Seen “Lumarith” 
The Display Man’s Plastic? 
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Fifective Colored Light 
On Colored Objects 


When colored light is mixed, entirely dif- 
ferent effects occur than from the mixture 
of colored pigments. It must be remembered 
that when using colored light for lighting 
interiors or show windows that the colors 
of the areas and objects illuminated are 
likely to change. Frequently this change of 
color is wanted, but in some cases it may 
so change a color scheme that it must be 
discarded or colored lighting abandoned. 
The table below is a guide to help determine 
the resulting color of an object under dif- 
ferent colored light. The exact color is a 
difficult prediction because the resulting 
colors depend somewhat upon the reflecting 
characteristics of the surfaces illuminated. 

In using colored light for show windows 
it should be remembered that the intensity 
diminishes with the intensity of the color, 
i. e., red reduces the intensity more than 
amber, and blue further reduces it over red. 
This reduction in intensity will in very many 


cases mean increased daylight reflections it 
the colored lighting is used in the daytime 
The ideal method of lighting is to use color 
lighting at night and white lighting during 
the day. Many displaymen flood the entire 
window with colored lighting and throw 
white spots on the merchandise so as not to 
distort the color values. 


Fifer Leaves 
Frank & Seder 

L. A. Fifer has resigned his position as 
display manager for Frank & Seder, Phila- 
delphia. His future plans have not vet beer 
announced. 


Hanford Lighting 


In New Location 

The Hanford Lighting Company, Inc., has 
moved to 345 West Broadway, New York 
City. The firm specializes in all forms oi 
display and related lighting. 








Color of 
Object in COLOR OF LIGHT FALLING ON OBJECT 
Unmodified - ——————— 
Light Red Orange Yellow Green Blue Violet 
Black Deep Purplish Yellow Greenish Blue Faint 
Maroon Black Olive srown Black Violet 
Black 
White Orange Red Light Green Blue Violet 
Yellow 
Red Scarlet Intense Orange Brown Violet Red 
Red Violet 
Purple 
Orange Intense Orange Yellow Faint Yel- 3rown Light 
Orange Red Orange low Slight- Slightly Red 
ly Greenish Violet 
Yellow Yellow Orange Orange Yellowish Green Brown tinged 
Orange Yellow Green with Faint 
Red 
Light Yellow Reddish Greenish Intenser Blue Light 
Green Green Gray Yellow Green Green Purple 
Deep Rusty Reddish Yellowish Intenser Greenish 
Green Green Black Green Green Blue 
Light Orange Violet Yellowish Green Vivid 
Blue Gray Green Blue Blue 
Deep Gray Green Blue Intenser Bright 
Blue Slightly Slate Green Blue Blue 
Orange Violet 
Indigo Orange Orange Dull Dark Deep 
Blue Maroon Yellow Green Blue Blue 
(very dull) Indigo Violet 
Violet Red Purple Yellow Bluish Deep Deep 
Maroon Maroon Green Bluish Violet 


Brown Violet 




















SEPTEMBER, 1939 


BY AUTUMNAL THEMES 
BY AUTUMN THEMES 


[Continued from page 9| 


plaid dresses as smart as your big sister's 
or mother’s.” 

Outstanding is the tableau sponsored by 
Carson's College shop, conceived by Camp- 
bell. Complete wardrobes for campus- 
bound young women are dramatized by twin 
back-panels of tan wallboard, each bearing 
a montage of school names vari- 
colored cutouts, centered by a “College 
Shop” poster on paper resembling tree-bark. 
To the left, a collegiate mannequin in a soft 
woolen dress and kidskin jacket surveys her 
packed luggage. A wardrobe trunk, topped 
by a red leather cosmetic kit, stands open 
in a bid for admiration, and there are a 
matching overnight bag, a large case, a hat, 
and shoe box. Card “Check your 
List so that Everything’s There and Gather 
\ll your Entrance Requirements from the 
College Shop.” To the right, one standing 
model converses with another, seated on a 
colorful rest made of immense text books. 
Poster states: “Every Vote Goes to Com- 
binations of Luscious Sweaters and Smart 
Mixed or Matched Skirts and Jackets.” At 
either end of the window is a roster of 
young women and their class numerals from 
different colleges and universities under the 
heading “Carson’s College Board” and the 


done in 


reads: 


invitation “Come In and Meet the Repre- 
sentative from your School.” 
Novel shoe showing in a Van Buren 


street window of Sears Roebuck & Co. took 
the theme, “1] for the money . 2 for the 
show ... 3 to make ready . and 4 to go 
... Back to School!” Lettering was done 
in script on a full-length background slate, 
each phrase illustrated by a chalk 
cartoon. Steps leading down to the fore- 
ground held sturdy little-boy-and-girl foot- 
wear, rulers, erasers, pencil boxes, and zip- 
per bags. Topping the before the 
door of a typical country sketched 
on cardboard, “teacher,” a 3-foot paper doll 
supported by the circular skirt of her blue 
and white dress, stands smiling a welcome. 

Ballyhoo for blankets was staged in strik- 


colored 


steps, 


school, 


ingly humorous fashion in Sears’ cornet 
window early in the month. Tableau includ- 
ed an enormous painted brown bedstead 
constructed of lightweight wood, standing 


before a fairy-book window with cobalt blue 
sky and chartreuse moon and stars peeping 
from behind the lattice work. Heads and 
shoulders of three enormous varn-pated, 
animated sleepers were visible above a snug 
covering of Hudson Bay blankets. Antics of 


the trio breathing achieved by means 
of “balloons” inflated and deflated under 
the covers; snoring effected by two. sus- 


pended feathers which danced up and down 
above the cavernous mouths of two of the 
group . kept amused faces glued to the 
window glass. Stacks of soft woolen blank- 
ets and down-filled 
ranged about the floor with placards advis- 
ing shoppers to take advantage of a special 
seasonal sale in bedding. 

Constance Christen, Mandel Brothers, car- 
ries out the autumnal motif for a 
of women’s black shoes in the store’s famous 
window, using a diagonal 
spray of wine-brown iridescent grapes with 
matching against a backwall 


comforters were ar- 


showing 
“invisible glass” 


shiny leaves 


DISPLAY WORLD 


A feminine bronzed 
neo-classic in 
chored in the thickest part of the foliage. 
A poster on a glass standard hails “Black 
Beauties in an Inspired Collection of Su- 


tinted in the same tone. 


clay bust, feeling, is an- 


perba Footwear.” The shoes are smartly 
arranged on varying levels and the floor 
covering is of bronze metallic material 


Wine and black costume accessories are in- 
cidental. 

Definitely “tfallish,” definitely clever, is 
J. W. Campbell's parade of mannequins 
along the north half of Carson’s State street 
Each, equipped with a 
broom, is engaged in sweeping into a great 
overturned circular wooden basket a heap 
of gaily colored leaves and pretty feminine 
conceits to brighten any street outfit. In 
each window's background is a steel-gray 
panel with a hazy bit of painted smoke aris- 
swish of 


exposure. bamboo 


and twigs 
Posters pro- 


leaves 
brushed in a heap against it. 

claim the Winter's 
Great Elegance,” point up frosty blues and 
rich soft 


ing from a 
“Foreshadowing © ot 


browns in woolens and furs 
L. A. Darling Company 
Enters New Field 
Trowbridge H. Stanley, president, L. A. 
Darling Company, Bronson, Mich., has an- 
nounced entry of the well-known fixture firm 
into the field of papier mache and other 
moulded materials. Darling has acquired a 
plant at Coldwater, Mich., twelve miles from 
Bronson, which is being renovated and con- 
ditioned for manufacture of quality prod- 
ucts of the moulded type. The plant, ot 
brick construction, is 200 by 40 feet. 
Heading the new division of the business 
is Milton formerly designer, and 
Fred Morie, tormerly sculptor, of the Amer- 
ican Fixture & Manufacturing Company, St. 


Larson, 


Louis. Darling proposes to have available, 
for the spring season, staples in papier 
mache units such as ladies’ costume forms, 


forms, and the like. 
The line will be broadened later into a com- 
plete coverage of this type of equipment 


blouse forms, hosiery 


Trophies To Be Awarded 
During Retail Week 

It is that the 
Association of Display Men offer a 
silver trophy for the best window display in- 
stalled in with National Retail 
Lvemonstration week, which began Septem- 
ber ll. Each must point out the 
importance of the store to the community, 


International 
will 


understood 


connection 
window 
or its place as “purchasing agent” for the 


city. Twelve “certificates of merit” 
also be awarded by the I. A. D. M 


will 


James Purcell Joins 
Galesburg Firm 

James Purcell, assistant display manager, 
Block & Kuhl Company, Peoria, Ill... has 
resigned to take over the management otf 
the display department of O. T. Johnson Dry 
Company, Galesburg, Ill. Purcell 
was with Block & Kuhl for two vears. His 
successor has not vet been named 


(soods 


Kallenberg Returns 
From Europe 

M. Kallenberg, head of Kay Displays. 
Inc.. New York City, has just returned from 
a visit to Europe 
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For Your 
CHRISTMAS DECORATION 


j 46” high. 
Rods in hind legs 
threaded with wing 
nuts ready for 
mounting. 


A Beautiful Processed 


Papier Mache Reindeer 


Full-Round, White Flock Finish 


For Windows, Columns, Ledges, etc. 


Single $21.95 
Lots of 12 $17.75 each 


Larger Quantity Prices on Request 
Crated, F.O.B., Pittsburgh. Pa. 


GARDNER DISPLAYS 


477 Melwood St. 160 East 56th St. 
Pittsburgh, Pa. New York City, N. Y. 








ANIMATION UNITS 
SELDOM NEED ATTENTION 


THE CAMEL'S HUMP is a reservoir 
which permits him to go for days with- 
out food or water. And the sealed gear 


. case is a reservoir which permits 
FLEXOACTION units to operate 
for months, or often yeors, without oil. 

GEARED MOTORS for all displays 

REVOLVING MECHANISMS for 

30 to 1000 Ib. turntable displays 
MERKLE-KORFF GEAR CO. 


211 N. Morgan St Chicago, U.S.A 








No. 890—GENERAL SNO FLAKES 


For Beautiful Snow Displays 


80 POUNDS $7.50 
This Amount Will Easily Cover 100 Square Feet 


GENERAL DISPLAY CORPORATION 


Carew Tower, Cincinnati, Ohio 
Due to present market conditions, prices 
are subject to change without notice 








SEE THE NEW 


BRISCHOGRAPHS 


at your dealer or write 


The Brischograph Co. 


COLUMBUS, OHIO 
Enlarging Projectors for Display Men, 
Artists and Sign Studios 








A & B WOOD LETTER CO. 


Manufacturers of Display and Sign 
Letters, Satin Chrome—Small Cut- 
out Wood Letters for Neon Dis- 
play Signs. Letter Patterns, etc. 


12517 EUCLID AVE. CLEVELAND, OHIO 
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By FRANK G. BINGHA, a 
\s I write, the radio shouts verbal head- replace fixtures in their hands. The price 
lines in a display of words that spin a cob- tag of peace has to be bought with human 


That three- 
in reverse has once 

War is raw in 
War is the 
hands of man. 
grief, and death. 
men, but in 


web of gloom around the world. 
letter word spelled “raw” 
descended upon. us. 
of the word. 


created by the 


again 
every sense worst 
“display” 
It sells—but 
Its cash customers are 


women and children are its 


ever 
misery, 
mostly 


only 


modern wartare 
helpless victims. Our own secretary of state, 
Cordell Hull, 
Ggod, but is a crime of man.” It is really 
to think that hundreds of dis- 
playmen in foreign lands are draping them- 
with military uniforms 
draping pieces of goods in windows. 


saVvs: 


unbelievable 


s¢ Ives 
Guns 


“War is not an act of 


instead of 


men want a greater bar- 
world can give. 


some 
rest of the 


lives because 
gain than the 


buyer of wallpaper asks you for a 
wallpaper has 

Facts 
cent of 


Ii the 
window display don't laugh; 
a fashion of real importance. 
prove that in new homes 75. per 
bedrooms and 55 per cent of living and din- 
Bridal displays 
facts 


become 


ing rooms are papered. . . 


are also in order this month, because 


prove that more marriages take place in 
\ugust, September, and October than in 
June! And for home furnishing displays in 


remember 60 per cent of all 
August and Septem- 


the fall just 


moving is done during 





The DISPLAY PARADE 
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by Anthony Brinker 








WIS BUSIEST HOBBY /8 HIS RANCK- 
AT THE FOOT OF MT SAN JACINTO 
IN HEMET'S BEAUTIFUL SAN { 
JACINTO VALLEY,..HERE HE SPENDS 
MOST OF AUS WEEK-ENDS NURSINE- 
AND COAXING & WORRKVING OVER 
ORANGE, WALNUT AND 
APRICOT TREES... IT/8 & 
MAGNIFICENT RANCH ESTATE... 








if tig A SWELL FELLOW!” 
Ze", WITH BARKER BROS, 
é POV ANGELES, CAL. 4 


| STEWART 


BORN ON A RANCH IN LOS 

/ ANGELES, GRADUATED FROM 
OCCIDENTAL COLLEGE WHERE 
HE STUDIED ART & ARCH/TEC- 
TURE... TOOK HIS FIRST: | 
DISPLAY JOB WITH BAKKER 
BROS./5 YEARS AGO AND 
HAS REMAINED S/NCE.. - 
WAS MADE DISPLAY 
DRECTOR 8 VEARS AGO... 


Kote 


at +44 








¢ 





TAUGAT DISPLAY AT 
a UNIVERSITY 
OF CALIFORM/A— © 


¥ 
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ber... 60 per cent of all redecorating and 
replacements are done in the fall, not dur- 
ing spring housecleaning and lastly, 
don’t forget Thanksgiving this vear is No- 
vember 23, giving displaymen more time to 
work overtime before Christmas. 
as a display manager, are only 
considered a “window trimmer” in 
store I certainly would do something about 
it. A display manager today is one of the 
store’s most important sellers. The words 
“window trimmer” died many vears ago and 
buyer, or 


If you, 
your 


any merchant, salesperson who 
still uses the words should be told to quit 
living in the past. A little education along 
this line will overcome this quickly. We have 
practically eliminated all reference to the 
word at our store. When a= saleswoman 
calls the display department and asks for 
the “window trimmer” we tell her not to give 
that because “window 
trimmers all died in 1890." No woman likes 
to be kidded about her age and never have 
we had to pull this twice on the 

When a salesman arrives and 
the “window trimmer” he is in tor trouble 
Our switchboard operator gives us the tip 
and when he shows his line it is given a 
quick going over and then he is told: “This 
line is swell for the window trimmer, but 
they died in 1890; why don’t you get some- 
thing new for the display manager of to- 
day?” He immediately 
the display manager items are all 
new.” And the answer: “I'm_ sorry, but 
when you came into this store you asked for 
the ‘window trimmer’ which proved to me 
your lack of progress. If you can't keep up 
with the times yourself, how can vour line 
new? Next time you call ask fo: 
the display manager.” 

Another common practice is for 
firms to use the ancient title in their adver- 
tisements, which helps only to make thei 
advertisements less effective. An advertise 
ment headed by “Attention—Window Trim- 
mers” puts a taste in any progressive 
display manager's mouth. At once he labels 
the firm as a freshman in 
the business, not better. An 
individual campaign yout 
own job can do the most good to wipe out 
forever this antiquated title. It's a lot ot 
fun doing it once vou start. 


her age away like 


same person 
asks fo 


says: “This is for 


these 


be so 


display 


sour 


“has-been” or a 
knowing any 
by yourself in 


Now is the time to put off getting up the 
original Christmas card greeting which you 
won't have time to send this vear. 

An &8-year-old boy 
to the police in our town last Sunday. The 
mother reported that he went to the first 
performance of the afternoon show and that 
surely he must be on the street somewhere 
After searching the streets, the police failed 
to find any trace of him. Finally, at 9:15 
p. m. the mother arrived at the theatre and 
the usher escorted her down the dark aisle 


was reported missing 


to the front row. There in the center sat 
Johnny, enjoying the picture. He had seen 
it three times and was about to witness the 


last show of the evening. The picture was 
“The Wizard of Oz,” which explains every 


thing. 





Anyone who thinks the display profession 


hasn't a future just hasn't heard of a Goof) 
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Lootah, or of Jack Gast, its papa and de- 
signer, of Hollywood, Calif. This is a briet 
story of a man who has made a _ business 
of promoting what other people hate and 
destroy in their own backyards—the weeds. 
Dump a pile of cockleburs, feathers, corn 
shucks, sponges, or even wild 
bench in front of this man and his creative 
hands turn them into ideas that all the 
iamous department and specialty 
shops all over the country clamor for. Many 
orders come in without solicitation, such 
as when the “Polynesian Huts,” which were 
made of the straw that covers champagne 
bottles, hit the New York windows promot 
ing the Polynesian vogue in fashion. 


oats on a 


stores 


His largest business is, of course, for the 
Christmas He buys mica snow by 
the ton! Last vear he used three tons. Ii 
he would have had to buy it at the 10-cent 
store like the rest of us, he would have had 
180,000 10-cent packages. 
gallons ol 


season. 


to purchase only 
It will take about a 
paint to spray his countless Christmas trees 


thousand 


this season. 

Everything is made trom Gast’s own orig 
inal designs, plus a great eye for color. He 
has a sense of humor and his Gooty Loofahs 
prove this. They are amusing characters in 
rainbow and are made of Loofah 
sponge, the common “dish-rag” gourd, which 
grows most anywhere. When these 
gourds are soaked in water or buried unde 
ground. This decomposes the tough outer 


colors 


green, 


covering, leaving the fibre intact. While 
damp, each “sponge” is pressed flat and 
compressed in bales until needed. When 


soaked in water they return to their original 
form and texture, ready to be cut into what- 
ever shape his inventive mind decides. This 
really could be called a tale from weeds to 
riches, but Jack Gast .believes in the future 
of display, so as his business grows in vol- 
ume much of the profit goes into its de- 
velopment. That's not such a Gooty Loofah 
idea, do you think? 


GLASS AS A DISPLAY MEDIUM 
[Continued from page 41] 

tively supplement the merchandise on dis- 
play. Sandblasted or acid-etched 
gives a pleasant effect through qualities of 
light diffusion. It is easy to appreciate the 
effectiveness of a mirror sign work 
or decoration carried out in varying degrees 
silvering’ being omitted 
from the portions thus treated and light 
coming from behind through the mirror, 
producing the effect of a luminous design or 
poster suspended in mid-air. Sign work an‘ 
decoration can also be made luminous on 


glass 


with 


of sandblast, the 


either clear or mirrored plate by means ot 
concealed edge lighting. 

Translucent “vitrolux” 
its extensive range of colors and its perfect 
diffusion of light, affords a brand new re- 
source for luminous backgrounds, ceilings, 


glass, with 


plate 


or signs in connection with displays. 

In instances transparent or 
lucent glass is not desired, the variety of 
opaque structural glass 
offers limitless resources. The effectivenes 
of black vitrolite with its rich, subdued re- 
flections as a background tor fine merchan- 
dise is well known. More attention, how- 
ever, could be given to other colors, which 
include ivory, jade, gray, several blues and 


where trans- 


colors available in 
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yellow, and a= variety of agate 
shades. These are used for wall facing, 
Hoors of display windows, backgrounds and 
for the trim of display fixtures. Structural 
glass in black and dark colors is effective 
when decorated with appropriate subjects in 
shaded sandblast. 

Structural glass can be cut into shapes or 
letters and cemented in relief against a 
background of the same or other kinds of 
Or it is possible to inlay its surface 


greens, 


glass. 
with letters or with highly decorative com- 
positions by the use of thin colored opaque 
glass or colored mirrored glass, cut to the 
into sandblasted 


grilles, 


shapes and _ set 
Beautiful 


required 
depressions. resembling 
or jade are 
through the 


fine Chinese carvings in ivory 
made by sandblasting entirely 
thickness of the material. 


Display cases themselves offer another 
fertile field for novel uses of glass, since 
nearly all of the effects which | have de- 


scribed can be used to advantage in connec- 
tion with one or another of their many pur- 
poses. Structural glass makes an ideal tac 
ing for the solid parts of the cases. 

i have searcely touched on the variety of 
effects that can be obtained in the making 
of glass signs. Interesting combinations of 
mirrors are possible by using clear mirrors, 
“silvered” to 
“Silvered” to 


which are 
duce a gold coloring, or 
give a gunmetal effect. | 
combined to form different parts of the sign. 
For example, a might be 
shown in gold, a silvered 
area and trimmed 
gunmetal, which might cut through the clear 
silvering to indicate objects in the back- 
ground. This supplemented with 
touches of painted or stippled decoration in 
the form of line accents or toned shadings. 
The letters might painted or they 
could be cut out of some material and at- 
tached in relief to the surtace. To effects of 
this kind luminous could be 
added. 

Window display today has become one ot 
the minor fine arts. The creative original- 
itv and artistry characteristic of the recent 


those copper pro- 
lead 
have seen these 


figure or face 
surrounded by 
with 


around the edges 


could be 
also be 


areas also 


and rapid development in the field forecasts 


even greater progress in the future—ad- 
vances in which glass in its new and arrest- 
ing variety of forms and colors will continue 


to play an important part 


Blouse Manufacturers Praise 


Lord & Taylor Displays 
Dana O'Clare, display 
Tavlor, New York City, 
firm's executives to be praised at a luncheon 
given in their honor by the National Asso- 
ciation of Blouse Manutacturers recently. 
Especial commendation was expressed for a 
battery of blouse windows in the Fifth ave 


manager, Lord & 


was among the 


nue frontage this spring. 


Sign Writer's Poems 
In New Book 

“Painted Rocks” is the title of a book of 
poems by Charles L. H. Wagner, head of a 
Boston sign firm and president of the Wag- 
ner School of Sign Arts. The poetry is 
remarkable for its variety of subjects, rather 
than as a lasting contribution to the fine 
arts. The book is published by Bruce Hum- 
phries, Inc., 306 Stuart street, Boston, at $2. 
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PROFIT-WISE 


DEALERS ARE 
MAKING MONEY 


With This New, Fast Selling Item! 
There Is a Ready Market For 


MOULDINGS 


Let Irving Berlin show you how it opens new 
business helds for you, as well as bring NEW 
profts from your present customers 
GET YOUR SHARE OF THIS MONEY.- 
MAKING MOULDING BUSINESS! 


Chromium covered moulding — Foil coverea 
moulding — Stainless Steel moulding — Auto 
motive metal moulding — Architectural metal 


moulding — Snap-on metal moulding and Frame 
moulding . - For Display Booths, Theatres, 
Fronts, Bars, Furniture, etc., etc. 





Manufactured by 


314 W. 44th ST. D new YORK City, 








Are you one of the 
@ few who haven't yet 
discovered that Show- 
card Artists and Sign 
Men are demanding 


CARDCRAFT 


The Board That Has Everything 


COMPLETE RANGE 


@ A surface for every pur- 
pose. 





COLOR SELECTION 


= From the brilliant to the 
subtle pastel shades. 
° 


QUALITY 


@ The supreme achievement 
of master craftsmen. 
. 


ECONOMY 











@ A price to please the 
most critical. 


GET WISE: GET MORE PROFITS 
—STOCK 


Cardcrafts, Inc. 


115 Wooster Street New York City 
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Now You Jee it== 
Now You Don’t 


You have read of the almost unbelievable 
effects made possible by the use of “black,” 
ir ultra-violet, light and fluorescent paints, 
but here is a magical display transformation 
a before-and-after scene with only 
and a lot of ingenuity 
pulled excellent 


to show 
lighting 
being The 
rowds during the time it was on view. 

J. E. Vent, The Rike-Kumler Company, 
Dayton, Ohio, created the display 
which is pictured in the two photographs on 
this page. The picture was in 
reality the front of a shadow box in which 


ordinary 


used window 


novel 


“frame” 


stood the corsetted mannequin as_ seen 
below The interior dimensions of this 
shadow box were 5% feet by 7% feet by 2 
feet deep. On the back of the front frame 


was stretched black georgette. On this was 
drawn the outline of the old-fashioned girl 
(see photograph above) with white crayon 
[It might be mentioned that georgette was 
ised because Vent found it less transparent 
than scrim and better suited to the 
purpose of hiding the mannequin from view 


hence 


when the regular window lighting was in 
use 

The following lighting sequence was fol 
mercury flasher switch with 
timing. First the regular 
lighting came on, showing the old-fashioned 
girl within the picture frame and flanked 
by modern foundation garments. After 
seven seconds this lighting went off, leaving 
the front of the window dark, while intense 
lights within the shadow box came on. The 
outline drawing on the georgette practically 
disappeared, while the mannequin stood out 
very distinctly. Small lamps at each side 
of the central feature threw their light up 
ward to illuminate the flanking 
their rays being shielded to prevent 
ing” onto the frame and mannequin. 

After seven seconds the original appear 
ance was restored and the cycle began anew. 


lowed, using a 


seven second 


“spill 


won first place in its classi- 
annual International 
Association of Display Men contest held at 
New York City during June. 


This display 


fication during the 





displays, 
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Silk Parade Contest 
Prizes Announced 

Displaymen in department stores and spe- 
cialty shops tieing in with the sixth annual 
Silk Parade taking place nationally the 
week of September 18 may enter photo- 
graphs in the Silk Parade window display 
contest and compete for one of fourteen 
substantial cash prizes. 

Prizes will be awarded for interior dis 
plays for the first time and there is an in- 
crease in the total number of prizes and 
the amount awarded. One prize of $200, 
two of $100, four of $50, and four of $25 
each will be awarded to the display directors 
for the best windows displaying silk mer- 
chandise, as well as three prizes of $50 each 
which will be given for the best interio: 
displays. Photographs will be judged 50 
per cent on their selling power for silk, 25 
per cent for originality, and 25 per cent 
on the artistic quality of the display. The 
size and location of the store and its facili- 
ties for producing displays will be consid- 
ered in determining the prizes. 

All photographs of window and _ interior 
displays featuring silk or the Silk Parade 
during the month of September may be en- 


tered. Entries must be mailed not later 
than September 30. The contest will be 
judged immediately thereafter by a com- 


mittee of impartial authorities on retail dis- 
play and all contestants notified of the 
results as quickly as possible. Photographs 
should be directly to Ethel Herrell. 
associate director, International Silk Guild, 
250 Fifth avenue, New York City, accom- 
panied by a statement on the firm’s letter 
head giving a brief description of the dis- 
play, the dates it was on view, information 
about possible, 
comment on the effectiveness of the display 


sent 


store tie-ups and, if some 


Baltimore Union 


ls Formed 

The following announcement has been re 
ceived from Baltimore, Md.: “The window 
trimmers of Baltimore have organized a 
local union, affiliated with the A. F. of L., 
of window trimmers, decorators, and dis- 
playmen, which will be known as Local No 
633. They are striving to give the manu 
facturers, dealers, and the public better dis 
plays.” The Sidney 
Singer, secretary. 


notice is signed by 


Package Competition 


Details Announced 

Details of the 1939 All-America 
competition have been announced in the Au 
gust issue of Modern Packaging Magazine 
of this annual event, which last 
reached an all-time high of 23,000 
entries and 65 prize winners. Entry is in 
vited for various including 
counter or shelf displays, floor displays, and 
The competition closes o1 


Package 
sponsor 
year 
classifications, 


window displays. 
December 30, 1939. 


Flanagan Joins 


Printasign 
Richard Flanagan has resigned as pub 
licity and sales director of William H 


Indianapolis, to join the 
Printasign Corporation, Chicago, as divi- 
sional manager. Milton 
heads the Printasign organization. 


Block Company, 


Reynolds 


sales 
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SIMPLICITY IN DRAMATIZATION 
SHOULD BE THE RULE 
[Continued from page 22 
architect, author, inventor, and 
organizer. He must be a first-rate lighting 
expert and have an especially sensitive nose 
tor public reactions. If he can then top it 
off by acting the part of a practical business 
man rather than the artist who 
his work his hobby, he has a tair chance 
of being permitted to spend his budget as 
he sees fit. 


decorator, 


considers 


No one can deny that display has devel- 
oped somewhat startlingly in the last two 
years. The naive frankness and penny-pos- 
tal-prettiness in merchandise presentation 
has given way to a super-imaginative whim- 
sicality, utterly delightful by its very irivol- 
ousness. Such displays are more than 
amusing; they're first-rate entertainment. 
Apparently the public wants to be amused 
and humored, and with business in charge 
of public entertainment, display does its bit 
member of America’s divertisement 
committee and does a very good job of it. 

But this wholesale entertainment has its 
pitfalls; inexperienced comedians can be so 
funny that the point of the story is missed 
and only an impression of the antics re- 
mains. There’s danger, too, in being super- 
clever, just as much as in being trite. The 
ultimate function of a display is to sell—to 
create a sensation is one thing, to sell an- 
other. No advertising, display or otherwise, 
sells unless the buyers are persuaded to 
believe in the merchandise or service. No 
artistry, no tricks can take the place of 
believability, certainly not in utility displays 
where the purchaser is actually buying per- 
formance and service and not something to 
be put on the shelf next Utility 
merchandise, if not prosaic, is at least—to 
put it charitably—matter of fact merchan- 
dise that does not allow the imagination to 
dwell in too rarified fancy. A keen 
of fitness must form and_ the 


as a 


season. 


sense 
direct the 
extent of presentation, but it can, for all 
that, be done in a manner to secure atten- 
tion. Comparative simplicity in dramatiza- 
tion and execution should be the rule. There 
is no point in inviting the customer's 
thoughts to stray, only to have him lost in 


fields more exciting than the utility mer- 
chandise can offer. The idea behind the 
display must be centralized and clear and 


not too fanciful for average imagination. 

No display can really tell ‘the whole story 
of the merchandise; that’s expecting too 
much. It can tell forcefully a salient point; 
the details must be told by the salespeople 
or through other advertising. Display is 
essentially an instrument for attracting at- 
tention, arousing desire, and urging to 
action. Its job is to introduce the merchan- 
and condition the prospect tor the 
salesperson’s story. The display 
but it can’t write an order. 

Where most merchandise will speak a nice 
piece for itself, utility merchandise must be 
interpreted. A modest card added as an 
afterthought will never do the selling job ot 
a piece of copy that is an integral part of 
the display design. One primary selling 
point dramatized to emphasize the copy or 
to make a clearer case of it should be the 
extent of the display. 

Display is actually design, design in three 
dimensions devised to attract by color, light, 


dise 
may sell 
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just off the press. 


CHICAGO, ILL. 





SCHACK IS BACK 


in the Running 


eA wealth of new ideas in Xmas floral decora- 
tions are now on display in our showrooms. 


eWhen in Chicago make this your headquarters. 
Our designers and artists are at your service. 


eWrite for your copy of our new Xmas catalog 


Representatives Wanted for a Number of 
Territories Now Open 


SCHACK ARTIFICIAL FLOWER CO. 


319-327 W. Van Buren Street 













and torm, but this alone says nothing about 
the merchandise. itself has no 
great attraction, but sell. 
The potent display then is a combination 
of copy, color, light, and form. If there is 
an effectively devised dominant idea in the 
design, the display is likely to attract, and 
if the convincing and enthusias- 
tically expressed the display is likely to do 
and more 
budget for display 


Copy by 


power of words 


copy is 


a good job of selling and sales 
help “up” the 
expenditures. 


sales 


"Dairy Month" Display Contest 
Won By Walgreen 

First honors for the best window and inte- 
rior displays held in connection with Dairy 
Walgreen Drug- 
stores, Chicago and Memphis units of the 
company winning two of the silver trophies 
offered in contests staged under the auspices 
ot the National Association of Chain Drug- 
stores. Walgreen's Little Rock store won a 
silver cup by taking third place in the inte- 
rior display contest. 


Month have been won by 


Department 
Of Correction 

In the “Flexture” advertisement of Metal- 
knit, Inc., in the August issue of DISPLAY 
WORLD the sentence reading “The above 
by Eugene Klein, Wallach Brothers Empire 


State Drug Store, New York City” should 
have read “The above by Eugene Klein, 
Wallach Brothers Empire State Building 
Store, New York City.” 


Graham Waters Appointed 
l. A. D. M. Director 


Joseph McCann, president, International 
Association of Display Men, Washington, 
D. C., has announced the appointment of 


Graham Waters as director for the third 
district of the I. A. D. M. He replaces 
Walter Fagan. Waters operates a display 
business in Brooklyn, N. Y. 





Dramatize Your Windows 


by using this modern 
Window Photo Service 


The newest and very best windows in Holly 
wood, Beverly Hills and Los Angeles, divided 
into three specialized services. All photos 8x10 
with complete descriptions. Half of each monthly 
service mailed on Ist; half on 15th. 


Service “‘A”—DEPARTMENT STORES. 
16 photos monthly; price $9.00 quarterly. 


Service “B’—MEN’S WEAR STORES. 
8 photos monthly; price $6.00 quarterly. 


Service “C’—for WOMEN’S WEAR 
STORES. 8 photos monthly; price $6.00 
quarterly. 


Order a trial three-months’ service 
today. Be the first in your city to 
use these intriguing displays from 
the film world. 


California Display Technique 
860 South Los Angeles Street 
Los Angeles, California 














GLASS SILK (SPUN GLASS) 
Beautiful Waterfall Effects, Motion Displays wit! 
and without Colored Lighting. Pure White—Fireproof 

Also Glass Tubes, Rods and Gazing Globes 
When You Attend the New York World's Fair 
Be Sure to See Display at our N. Y. Office 
Manufactured by 
FRIEDRICH & DIMMOCK 
Factory: Millville, N. J. 
Sales Office: 7 East 42nd St., New York 








TRAPHAGEN FOR RESULTS! 
Demand for trained workers increasing 
in Fashion, Interior and Counter display 
Register Now for Day, Evening or Saturday 
classes. Write or phone Col. 5-2077 for Cir. 62. 
THE TRAPHAGEN SCHOOL 
1680 Broadway (52d St.) New York City 
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OPPORTUNITY EXCHANGE 








Display Corrugated Salesman 


Eastern manuiacturer of Window Dis- 
play Corrugated, with some business al- 
ready established in the South, needs 
salesman now covering all or part of the 
following states who could represent them 
on a liberal commission basis: Virginia, 
North and South Carolina, Georgia, 
Florida, Tennessee, Alabama, Louisiana, 
and Texas. Write experience and detail. 


Address “‘M. B.” 


Care DISPLAY WORLD 


IDEAL CHRISTMAS UNIT! 
For Sale . . . “‘Displaymore”’ 
Changing Panel Machine 


FOR GIFTS, TOYS AND ALL OTHER MER- 
CHANDISE, SIGNS, AND PHOTOGRAPHS 


Displays both sides of 12 panels 31” x 67”, mak 
ing a 24 panel showing, the action being con 
tinuous. Dimensions are 52” across face, 6'8” 
high and 58” deep. 


POSITIVE CROWD STOPPER! 


OTHER MECHANICAL DISPLAY UNITS 
FOR CHRISTMAS TOY WINDOWS... 


CHARLES DINLOCKER 


2218 Rittenhouse Sq. Philadelphia, Pa. 








WE WANT 


A creative window background 


displayman or woman—able to 
generate ideas that stop and sell. 


Write 


includ- 


Shoe experience preferred. 
completely about yourself, 
ing salary requirements. 


Address “BOX H. H.”’ 
Care DISPLAY WORLD 


DISPLAYMAN WANTED 


A growing men’s shoe chain is consider- 
ing operating its own display department 
and is interested in the services of a 
practical man capable of executing dis- 
play work and also running the depart- 
ment. Only applicants with experience 
and between the ages of 25 and 35 need 
apply. In sending in applications, please 
list complete experience, personal history 
and background. Address all applica- 


tions to 
“S G 9? 


Care DISPLAY WORLD 








WANTED—By a Philadelphia depart- 
ment store, will rent or buy an unusual 
Xmas Mechanical Window Display. 
Must be in good condition. Send photo- 
graphs, price, and size. Address “S. F.,” 
care DISPLAY WORLD, Cincinnati. 


FOR SALE—! mechanical scenic railway 6’ high, 
9’ long, 5’ wide. Very realistic—operates per- 
fectly, includes four double seated cars, $65.00 
2 large mechanical seals, juggling blocks on 
their noses. Practically new. 7’ high over all, 
$35.00. Pictures on request. 


SWERN & COMPANY 
t.: John Scott Trenton, N. J. 








DESIGNER (Adler-Jones Co., Chi.) 
Desires position in South or West. Capa- 
ble producing all types displays. Artist, 
sculptor. 

Address “C. E, J.” 
Care DISPLAY WORLD 


DISPLAY SALESMEN WANTED for 
following territories: New England, Pa- 
cific Coast, South, Midwest, Atlantic Sea- 
board. Commission only. Communicate 
direct, SPADEA MANNEQUINS, 22 
East 56th St., New York City. 











FOR SALE 


lwo male mannequins, never used. Full relief, 
complete with head, hands and universal jointed 
arms. Price, $55 each. Photo on request. 


Address V. M. C. 


32342 N. Capitol Lansing, Mich. 





WANT A BETTER JOB?—Learn Window and 
Store Display, Showcard Writing, Background 
Design, Retail Sales Promotion, Advertising 
Copy and Layout. Fall term starts September 
18th. Individual, practical training. Placement 
opportunities. Request Booklet DW. 


DISPLAY INSTITUTE 


119 W. 57th St., New York Columbus 5-5519 








ADVERTISING — HOME STUDY—The Adver- 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long- established school. Common school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
3601 Michigan Ave., Dept. 2666 Chicago 


POSITION WANTED—A-| advertising 
and display manager seeks new connec- 
tion with department store. Thirteen 
years with present concern. Excellent 
references. State salary. Address “B. W.,” 
care DISPLAY WORLD. 








DISPLAYMAN 
SIGN WRITER 


Desires position. Ten years’ experience de 
signing, constructing displays, backgrounds and 
signs. Moderate salary. 
Address “A, 
Care DISPLAY WORLD 








SALESMEN WANTED 


Formerly big European concern, now established 
here, wants salesmen calling on department 
stores. We manufacture novelties in window 
display materials. Excellent side line on com 
mission Wasis. References; state territory. 


Address “BOX J. D. C.”” Room 1101 
Care DISPLAY WORLD, 175 Sth Ave., N. Y. C. 














WANT ADS—Of all kinds, eligible for the Opportunity Exchange. 
October 


cash with order. 


forms close October 10. 


Only $2.00 per inch, 
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We want to make up a small 
self-contained display for a “bad weather” 


Question : 


promotion on galoshes, rubbers, and_ the 
like. It should have plenty of attraction 
power—probably animated, if necessary. Can 
you give us any suggestions ?7—Washing- 
ton, D.C. 

Answer: A similar idea that has worked 
out very effectively involves a small cabinet 
in which a circular glass is set—something 
like a porthole—slightly above the center. 
Back of this glass is a tinted blow-up of a 
photograph showing a woman making her 
way along a snowy, slush-covered street. 
Confetti or bleached cornflakes are kept in 
constant circulation between the glass and 
the blow-up by means of a small motor- 
driven blower which is contained inside the 
cabinet. This makes a very striking display 
and could be adapted easily to your re- 
quirements. 


Question: Can you give us a simple wir- 
ing diagram for a fluorescent lamp unit ?— 
Birmingham, Ala. 

Answer: The drawing immediately below 
Hustrates a correct, simple wiring method. 


al “= 





FLUORESCENT LAMP 





AC LINE — 

Question: We are somewhat in doubt as 
to the color we should use for our display 
window backgrounds. Can you give us some 
suggestions as to what we might do in this 
case for best all-’round results?—San Ber- 
nardino, Calif. 

Answer: Contrast should be given con- 
siderable thought in selecting background 
colors. For example, if the windows are to 
display linens, naturally the merchandise 
will show up better against a darker shade 
or color, and vice versa. Natural colored 
wooden backgrounds were used extensively 
some years ago, but windows with dark 
backgrounds seldom, if ever, appear well 
lighted. Light backgrounds with a mat or 
dull finish are excellent because of their 
greater reflective ability and because they 
afford good contrast with most displayed 
merchandise. They also appreciably reduce 
daylight reflections and it is not necessary 
to use as much wattage in order to get the 
same brightness in the window. 








POSITION WANTED 


Tool and Diemaker and Machinist, fully expe 
rienced, capable, all-around man, seeks position, 
steady or part time, where I can be privileged 
to do some of my own small jobs. Prefer metro- 
politan New York section. 

Address “ACTIVE 
Care DISPLAY WORLD, 175 Sth Ave., N. Y. C. 








De Luxe Display Manager—Desires position; 
formerly with one of largest natl. advertisers. 
Possesses vivid imagination and _ originality. 
Exp. in every phase of display dept.; on limited 
budget. Good merchandising sense. Graduate 
Natl. Acad. of Arts. 15 yrs. exp. Excel. refs. 
33 yrs. old; ambitious. Address “A. R. S.,” 
Room 1101, DISPLAY WORLD, Eastern Office, 
175 5th Ave., New York City. 
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Stensgaard Gets Display Rights 
For "Gone With The Wind" 


and Metro-Goldwyn- Mayer, 
Selznick International Pic- 


Loew’s, Inc., 
together with 


tures, announce the signing of a contract 
with W. L. Stensgaard & Associates, Ine., 


346 North Justine avenue, Chicago, as 
licensee for all commercial display promo- 
tions for retail outlets in the United States 
and Canada tor their technicolor motion 
picture production “Gone With The Wind.” 
The well-known display organization is even 
now preparing massive display tie-ups that 
are expected to surpass any previous effort, 


according to the news release. 


Maurice Solomon Opens 
New Display Firm 
Solomon. is 


Maurice I. soon to open a 


display service organization, to be known as 


the U. S. Display Corporation, with head- 
quarters at 144 Broadway, Paterson, N. J. 
Herman Urdang, formerly connected with 


the textile industry in Paterson, has become 


DISPLAY WORLD 


as partner to han- 
division. Solo- 


associated with Solomon 
dle the fabric and novelty 
mon will supervise all display 

The organization will handle display ma- 
terials and equipment in addition to creating 


work. 


signs, posters, display units, and the like, 
including silk screen process work. The 
formal opening of the new firm will be 
announced soon. 
GoldE Announces 
New Color Units 

The GoldE Manutacturing Company, 1214 
West Madison street, Chicago, has an- 
nounced the introduction of two new color 
units. The first, called the GoldE Syn- 


chrome spotlight, is universally mounted and 


uses a color wheel with five transpara 
colors. A synchronous motor gives one 
revolution per minute. The color wheel is 
made so that the spillage of white light 
is eliminated. The GoldE Hexchrome is 
mounted in the same way, but has a_ hori- 
zontal, automatically revolving drum with 


either six glass or six transpara colors. 















‘EES PAINTING FROM 
DANIEL GOON ~~ You PUT 

WEEM JN WINDOW , SOMEBODY 
LIKE, J] SELL —— You MAKE} 
ATTRACTIVENESS FOR si 
H DEESPLAY - - We ? 


me 











WEY, WINDY -—- 
SEE KIN YA’ 

WORK THIS PA\NTIA’ 

wo’,| JIN THAT WINDER 


Yes 
aaa OF NECKTIES 


eKkE, 
Boss 
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jules kenner hyman 
Tioga & Almond Sts. Philadelphia, Pa. 
SMART MILLINERY HEADS 


EXECUTED IN 


RUBBER 


“no chip—no crack—no break” 


WRITE FOR PHOTOGRAPHS “er 





EARN 
MORE 
MONEY 


STUDY 


WINDOW DISPLAY 
ADVERTISING & 
CARD WRITING 
BY CORRESPONDENCE 
Easy Monthly Terms 


THE KOESTER SCHOOL 


300 W. ADAMS ST., CHICAGO 




















Cie DONT GO L ongeiente cl 


\ AROUND FOR 
NW Ties Hore 


. 




















NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color worn or 
faded carpets and draperies. The perfect 
color for use with air-gun to re-color old 


fabrics. All colors and Black. 


For complete information and sample write 


HELMS CHEMICAL COMPANY 


58 W. Washington Blvd. Oak Park, til. 








You spend good 
money for adver- 
tising cutouts or 


ARDBOARD 
.» EASELS jury, nes, 


is economy to use the Stand Pat Easel, with 
special lock feature which insures tt aga:nst fall- 
ing down and relieves the strain the ordinary 
easel encounters. The Stand Pat Easel will out- 
live your display card. Write for samples today. 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 














ePlease Mention DISPLAY WORLD 
When Writing Advertisers 
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Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we'll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


Air Brushes 
Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Booths, Floats and Exhibits 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
[) Crepe Papers 
() Cut-out Letters 
_) Cutting Machines 
() Decorative Papers 
CL) Decalcomania 
{) Display Furniture 
[] Display Forms 
() Display Racks 
C) Drawing Boards 
() Enlarging Projectors 
C) Fabrics and Trimmings 
Fixtures 
Flags and Banners 
() Foils 
() Grass Mats 
() Hosiery & Shoe Forms 
(} Invisible Glass 
L) Lacquering Outfits 
() Lamp Coloring 
() Lithographed Displays 
() Mannequins 
) Mouldings 
CL) Metal Sheets 
{] Millinery Heads 
C) Motion Displays 
C) Motion Mechanisms 
() Natural Foliage 
() Pageants & Exhibits 
[) Plaques (Window) 
C) Papier Mache Specialties 
() Photographic Blowups 
(| Plastic and Composition Pieces 
() Price Cards—Tickets 
(J Price Ticket Holders 
{] Sale Banners 
() Socks—Window 
(] Show Cards 
() Show Card Colors 
CL) Show Cases 
() Show Case Lighting 
() Signs—Card Holders 
() Signs—Brass—Bronze 
C) Signs—Electric 
(} Sleeve Forms 
() Stencil Outfits 
() Stock Posters 
() Store Designing 
[) Store Fronts 
() Tackers 
) Time Switches 
() Turntables 
CL) Valances 
[) Wall Board 
() Window Drapes 
[) Window Lighting 
() Wood Carvings 


{) Do you wish a copy of their catalogue? 
[) Do you plan to remodel your store soon? 
C) Do you plan to build a store soon? 
MAIL TO 
DISPLAY WORLD 
CINCINNATI, OHIO 


OOONON 


OOO00000 


Firm 
Display Manager 
Street 


City State 











DISPLAY WORLD 





SEPTEMBER, 1914 


Patton left 
Gimbel Brothers, New York City, to become 


John R. the display staff of 


display manager for L. S. Ayres & Co., 


Indianapolis, Ind. 


Felix I. Boldt, formerly 
manager for R. H. Macy & Co., 
City, became display 
en's, of the same city. 


assistant display 
New York 
Frank- 


manager for 

Jerome A. Koerber, Strawbridge & Clo- 
thier, Philadelphia, was a guest of the New 
York Display Managers Club upon his re- 
turn from a trip abroad. Koerber was in 
his native country of Hungary upon the 
declaration of war and experienced 
siderable difficulty in returning, via Berlin, 
to the United States. 


con- 


Prize money totaling $500 was being of- 
fered for window displays featuring “Kewpie 
Kards,” inspired by the famous “Kewpie” 
doll designed by Rose O'Neill. 


A day to be called “Texas Window Trim- 


mers’ Day” was set aside by the Texas 


State Fair management. 

The International Association of Display 
Men was striving for a goal of 2,000 mem- 
bers within the next twelvemonth. 





SEPTEMBER, 1929 


\. J. Roeder, William H. Block Company, 
Indianapolis, won first prize and $200 for a 
“Children’s Day” display in a contest spon- 
Harold Nickel, 
The White House, San Francisco, won sec- 
ond prize. 


sored by toy manufacturers. 


The $250 first prize in a contest promoted 
by the Associated Neckwear Manufacturers 
went to Carl W. Ahlroth, The May Com- 


pany, Los Angeles. Albert L. Wise, Printz 


Company, Jamestown, N. Y., won second 
prize of $150. 
The annual convention of the Pacific 


Coast Association of Display Men was held 
in Portland, Ore. A. O. Hewitt, Ben Selling 
Company, Portland, was president of the 
association, and DeLyal Davis was conven- 
tion director. 

Marshall Moody resigned as display man- 
ager of Fakes & Co., Fort Worth, Texas, to 
join the staff of Monnig Dry Goods Com- 
pany. 


Lloyd Cady joined Gilliam & Co., Borger, 
Texas. He had _ formerly with the 
Phelps-Dodge Mercantile Corporation, Daw- 
son, N. M. 


Joseph F. Marsh became display manager 
for Winters, Inc., Shreveport, La. 


been 


George Tattenall was appointed display 
manager for RoNman & Sons Company, Cin- 
cinnati. 

Clement Whately took over the display 
manager's position for Crowley, Milner & 
Co., Detroit, upon the resignation of Milton 
Anderson. Whately had been on the Crow- 
ley display staff for several years. 





SEPTEM@ER, 1939 


No Brand Name Used 
On G & W Display 


A novel window display, new to the liquoi 
business and characterized by its high co 
operative value with the retail trade, has 
been introduced by Gooderham & Worts, 
Ltd. G & W has taken the three little men 
which appear in a strip at the top of its 
newspaper copy and blown them up on card- 
board to 31-inch size. The men have ad 
Fastened to each 
“balloon” 


justable arms and legs. 
detachable 


man’s mouth is a 
carrying copy. Blank blurbs are available 
for the retailer who may wish to write in 


his own copy on the balloons. The entire 
display is designed to give the appearance 
of having been prepared by the store using 
it. Perhaps the most unique aspect of the 
display is that the name G & W does not 
appear anywhere on the piece and no refer- 
ence is made to a G & W product. 
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“--and The Angels Sing” 


Golden haired angels seated at miniature pipe organs while the music of world 
famous choirs floats on the air... one of the most talked of displays of the past 
Christmas season! Lord & Taylor's great golden bells again chiming out their mes- 
sage of greeting . . . traffic-stopping toy windows with ingenious mechanical effects 
... interior displays that catch the holiday spirit and the eye of the gift-buying public. 


These qnd dozens of other exciting and sales-producing Christmas displays were 
photographed last year by Worsinger. Let these ideas be your inspiration in putting 
on the biggest display show of the 1939-1940 season in your city. For your conven- 
ience we have divided them into two separate groups—clear, glossy 8x10 prints that 
show the smallest detail. 


20 Toy Windows and interiors for $3.50 
20 Women's Apparel and Gift windows and interiors $3.50 
Both groups for the special rate of $6.00 


SIMPLY SEND CHECK, MONEY ORDER OR STORE ORDER, STATING WHICH TYPE OF PHOTOGRAPH YOU REQUIRE 


WORSINGER WINDOW SERVICE::110 W. 40TH STREET:: NEW YORK CITY 





This engineered lumber helps 
you get the effect you want! 


@ Big... lightweight . . . split-proof . . . that’s Douglas 
Fir Plywood, one of the most versatile materials you can 
use. This laminated lumber builds eye-catching displays 
of all kinds .. . and builds them well. Douglas Fir Ply- 
wood displays virtually wear like iron . then every 
piece can be salvaged for further use. 
Douglas Fir Plywood is so rigid that extra bracing can 
usually be eliminated. It holds nails and screws right at 
the edge and can be jig-sawed into intricate patterns 
without breaking. It has a distinctive moire-like grain 

. comes sanded glassy-smooth, ready to take any finish. 
If you haven't a plentiful supply of this handy lumber on 
hand, order from your lumber dealer today. 


Buy Douglas Fir Plywood by grade! 


Douglas Fir Plywood Wallboard — “grade trade-marked”’ 
PLYWALL—is most frequently used for interior dis- 
plays. The exterior grade (EXT-DFPA) is made for all 
permanent outdoor uses. For more information, write 
Douglas Fir Plywood Association, Tacoma Building, 
Tacoma, Washington. 
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JEWELRY DISPLAY Here's 
a good example of the way 
plywood may be formed 
into pleasing curves! 


ph ry 
sme 





GILMORE FIELD TICKET OFFICES These smart ticket 
booths at the Hollywood Ball Park were built of the 
exterior grade of Douglas Fir Plywood (EXT-DFPA). 
Whenever you have outdoor work, use this grade of ply- 
wood. It’s weather-proof. 
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STRIKING BACKGROUND This display is a “stopper,” all 
right. It’s sturdy, too, because the Windo-Craft Display 
Service, Buffalo, N. Y., built it of Douglas Fir Plywood. 


DOUGLAS FIR 


PLYWOOD 
Peal Lembe 


MADE LARGER, LIGHTER 
_  §$PLIT-PROOF 


STRONGER 








